_ GRAPEGROWING + WINEMAKING « 


rd 

zee chee eee 
=a JANUARY / FEBRUA 
aay i ae ; 
ET 


PRACTICAL 


_ WINERY & VINEYARD 


COVER STORY: 

Grape powdery mildew 

disease/control update 
12 


Gentle grape handling 
at Opus One 
8 


Fine wine needs 
_ a savvy banker 
ae 


Fsteeee ERLE 


California vintners 
go PORTside 
10 


ROUNDUP: 
Equipment for 


grapes and juice , £7 e | Ve 
23 i 


22S ‘ON LINHAd : i 
TW ‘WVHONIWHIE A Bah ts i 
aivd . 
3OVLSOd ‘SN ‘ 
| 3wy yng 


NUMBER ONE SELLING 
MONOBLOCK IN THE WORLD 


2 out of 3 
Monoblocks sold in 
the world today are 
GAI! 


Number one in France, Italy 
Germany and Spain! The best 
wineries in the world use GAI. 

Call us and find out why. 


deiner a Combleo een GAI model 1503 monoblock. Combining bottle 
parts stocked in the U.S. rinsing, inert gas injection, gravity filling and 


vacuum corking. Perfect sanitation! 
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1-800-332-2219 A S 1-800-228-0664 


Prospero Equipment Corp. Associated Winery Systems 


Name the Best Way to Taste 
and Learn About Wine... 


WINE FESTIVAL 


Don’t miss the 1992 Monterey Wine Festival 
held at the Monterey Conference Center. 
March 15-17, 1992. 


[8] More than 200 California wineries [8] Opening night reception at the 
pouring 900 of their best wines world-renowned Monterey Bay 


[8] Informative and interesting semi- Aquarium 


nars [5] Exquisite gourmet luncheon tours 


[8] Elegant sparkling, white, and red [8] Seventh annual Scholarship Fund 
wine tastings Auction 


FOR MORE INFORMATION CALL: 
(800) 525-FEST ¢ FAX (312) 853-2548 
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CHANGES! Always in our lives there are changes, and the Mobile Wine Line is 
keeping up with them. Lead capsules are being phased out, but you can still bottle with 
one of two alternatives: newly-developed tin, or plastic heat-shrink closures. 


Our spinner will now accommodate most manufacturers’ tin foils. However, for those 
who prefer the more cost-effective method of plastic, we have added a heat-shrink 
tunnel at no additional charge to you. 


FILL FILL FILL 
For $1.30/case we will CORK or CORK or CORK your wine. 
SPIN SPIN 
LABEL 


For an additional 10¢/case we will add your pressure sensitive back label; and for 
5¢/case our 3M tape sealer will not only seal your cases but also print your label 
information on each box. 


The Mobile Wine Line, owned by Dan & Eva Drummond, and operated by their son, 
Harry and mechanics, Gene and Frank, has bottled over 2 million cases of wine. 


Our motto: QUALITY 
Mobile Wine Line 


9601 Robson Road 
Galt, CA 95632 (209) 745-2871 
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First sulphur application to control powdery mildew with a high-volume, high- 
pressure, wrap-around dilute sprayer at Murphy-Goode Vineyards in Alexander 
Valley, Sonoma County, CA. 
Photo by Dr. Richards Lyon. 
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R. Corbin Houchins 


Sensate trademarks, 
permitted speech, 
and non-wineries 


Distinctive profiles 

Recently, a member of a taste panel re- 
marked what he termed ‘the trademark 
eucalyptus’ in the nose of a Cabernet 
Sauvignon froma well-known Rutherford- 
area vineyard. 

Naturally, the comment started me 
thinking about the range of things that can 
be trademarks. That train of thought leads 
in some directions that are more academic 
than practical, buta short ride may provide 
auseful perspective on the ways innovative 
packaged-goods businesses differentiate 
themselves from the competition. 

Can a smell be a trademark? Certainly. 
Under federal law, a trademark can be any 
device by which a person indicates that his 
or her goods come from a specific source. 
Trademarks that are not words or graphic 
symbols often are called ‘sensate marks.’ 
They include such trademarksas the three- 
note chime of the National Broadcasting 
Company. Recently the U.S. Patent & 
Trademark Office permitted registration 
of a fragrance. 


Limitations 

Before you call your attorney about 
registering the distinctive olfactory charac- 
teristics of your wine, however, there are 
other wrinkles of trademark law to con- 
sider. At least three principles, the concept 
of descriptiveness and the doctrines of 
functionality and de facto secondary 
meaning, cut against trademark status for 
a winery's characteristic olfactory or or- 
ganoleptic features. 

Descriptiveness defeats trademark sta- 
tus because something that describes (or 
indeed is) a product or a feature of the 
product does not indicate source. Even if 
by advertising or long familiarity, the pub- 
lic begins to associate a descriptive mark 
with a particular source, the doctrine of 
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functionality prevents features which con- 
stitute part of the functioning of the product 
from becoming trademarks. Otherwise 
competitors could not sell products per- 
forming the same function. 

The doctrine of de facto secondary 
meaning says that if the proposed mark is 
how the public identifies a kind of goods 
regardless of source, the party using it as a 
source identifier cannot exclude others from 
reaching that market, whether the mark is 
functional or not. 

Functionality has been used to deny 
trademark protection to a distinctive cross 
design of strengthening ribs on safety hel- 
mets. ‘Shredded wheat’ for cereal and 
‘condition’ for a hair-care product are ex- 
amples of marks that were denied 
protection under the de facto secondary 
meaning doctrine. 

Wine smells are so integral to the product 
itself that they are arguably descriptions. De- 
scriptive or not, they are part of the function of 
the wine, unless the product is used only to 
quench thirst or deliver ethanol. 

Finally, even if not descriptive or func- 
tional, an attempt to claim, say, eucalyptus 
scent as a trademark for Cabernet Sauvignon 
from a certain vineyard would (in my opin- 
ion) be properly rejected by the courts and the 
US. Patent & Trademark office. Public policy 
would prevent any winery from having a 
monopoly ona characteristic that is natural to 
wine from other sources. 


Possibilities 

Note that none of those objections would 
arise if the smell of eucalyptus were used as 
a mark for cars or shoe polish. By the same 
token, a smell that is foreign to wine could 
be attached to the package and serve as a 
trademark for wine. A wine identified by 
a visual mark resembling a steam locomo- 
tive also could bear an aural mark of a train 
whistle or an olfactory mark of a burning 
coal smell. (We will assume the latter does 
not describe a feature of the product.) 

The practical lesson is that most non- 
functional things that indicate your winery 
as the source of the product can be pro- 
tected. The blue background on a KEDS 
athletic shoe label and the yellow packag- 
ing with red or black distinctive lettering 
on the KODAK film package both have 
trademark significance apart from the 
wordmarks themselves. A slogan can be- 
come a trademark, even if it began as a 
statement of opinion (e.g., “You deserve a 
break today.”) 

Thus, if something looks, sounds, or 
smells distinctive to you and could be com- 


mercially important in distinguishing your 
business from all others as the source of the 
goods, it is at least possible that you could 
own it as a trademark. 


Censorship 

Recently the Wine Institute, in San Fran- 
cisco, CA, put out a bulletin noting an 
increase in objections by the Bureau of 
Alcohol, Tobacco & Firearms (BATF) to 
statements made in winery advertising. 

Unlike label copy, advertising does not 
require advance approval, except for certain 
kinds ina few states. However, while there is 
no federal requirement that advertising be 
submitted for review, the regulations do re- 
strict its contents. The BATF will provide 
‘informal’ review of proposed ad copy, with 
much the same effect (and limitations) of 
informal label approvals. 

At the outset, note that the advertising 
regulations do not apply to editorial mate- 
rial, even if it came from your press release, 
as long as the industry member does not 
directly or indirectly pay for its publication 
and does not control its contents. How- 
ever, if any kind of counter-attack is to be 
mounted onthe groups that disparage wine 
in the press, much will have to be said in 
paid advertising. Since health issues form 
a significant part of the public debate, ad- 
vertising aimed at protecting wine’s good 
name from misleading propaganda will 
run squarely into the issue of ‘therapeutic 
claims.’ The Federal Alcohol Administra- 
tion Act and regulations forbid claims of 
curative or therapeutic effect if they would 
tend to mislead consumers. 

An example of how the regulations are 
applied is BATF disapproval of wine labels 
bearing the truthful statements that table 
wine is recommended in the Bible and that 
its moderate use is part of our culture. Two 
conclusions can be drawn: 

¢One, that if you wish to avoid confronta- 
tion in advertising, you can use the BATF’s 
Market Compliance Branchas copy editor, so 
as to avert the expense of having to change 
advertising after it has been published. 

¢The other, that if you want to say any- 
thing strong in defense of wine, you are 
unlikely to obtain prior clearance. 

Whether it would be worse for an industry 
member to publish a rejected ad or to omit 
prior clearance altogether is a judgment call. 

I don’t think there is a policy on prior 
submittal that serves in all cases. More 
often than not, Ihavereviewed story boards 
or layouts with the regulators where the 
client wanted to dosomething on the fringe. 
By and large, BATF employees are helpful 
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Specializing in Premium 
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San Francisco, CA 94123 
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in reconciling the Bureau’s aims with the 
message the industry member wants to con- 
vey. 

On the other hand, where the advertising is 
animportantcampaignclearly contrary tothe 
BATF’s stated position, but just as clearly 
lawful, your legal adviser might support run- 
ning it without a futile trip to the BATF. It has 
to be a case-by-case tactical decision. 

Note that the tactical option does not apply 
tolabelcopy. There is nolaw againstrunning 
an ad the BATF incorrectly says is illegal. 
There is a law against using a label the BATF 
hasn't said is legal, even if they're wrong. 


When a winery is not 

A  helpful-news/unhelpful-news 
memorandum from the BATF on the do- 
mesticsmall winery credit deserves mention 
in passing. 

After many protestations from Washing- 
ton, D.C., that the law prevented relief, the 
Western Region of the BATF interpreted 
the excise tax laws to permit ‘constructive 
transfers’ to prevent loss of the credit on 
wine handled by bonded wine warehouses 
before October, 1991. Credit is due both to 
those who advanced the proposal and to 
the regulators who ultimately accepted it. 

Decidedly less helpful was the other part 
of the memorandum, which reiterated In- 
dustry Circular 91-9 in excluding bonded 
wine warehouses from eligibility for the 
credit on the grounds that they are not 
excise taxpayers who produce less than 
250,000 gallons/year. Since they are un- 
questionably excise taxpayers, the 
interpretation rests on reading into the stat- 
ute a requirement that eligible taxpayers 
produce both less than 250,000 gallons (as 
the law indeed says) and more than zero (as 
it does not explicitly say). 

The interpretation is questionable, not so 
much in including the warehouses via a 
‘produce something’ requirement, which 
is an arguably justified gloss on the statute, 
as in the corollary ruling that wineries that 
do not crush in a given year have lost the 
credit. There are few industry members in 
that position, but it is not unknown. In 
some cases a custom crush agreement may 
take care of one year’s production. In re- 
gions that have significant weather 
variations, a crop following a freeze may be 
so small as to encourage some small pro- 
ducers to consolidate or simply skip the 
vintage. 

The memorandum does give some relief 
for anew winery that does not crush in its first 
year. One hopes that other, equally meritori- 
ous claims, will be treated similarly. Le 


CAPSULE 
ALTERNATIVES 


The environmental concerns 
with the continued use of Tin/ 
Lead capsules has produced a 
growing demand for environ- 
mentally sensitive alternatives. 
Lafitte can supply the following 
replacement capsules today: 


100% Pure Tin 
now in production at Bouchage 
Metallique in variety of sizes 
and same Silk Screen decoration 
capability as conventional 
Tin/Lead capsule. 


PVC + P.E.T. 
Heat-Shrinkable 
California manufacture in 

“Stock” colors 
Polylaminated 
Aluminum 


California production capability 
of “Stock” colors. Custom 
decorated capsules available 
with lead time. 


CORKS 


Corks direct from Laffite factory 
in Portugal, inventoried, 
processed, and packaged in 
California facility. 


‘Ic 


CORK CAPSULE 


908 Enterprise Way » Napa, CA 94558 
Tel: (707) 258-CORK 
Fax: (707) 258-0558 
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Landfills as an 
endangered species 


Future directions 

Each and every person in the U.S. isa solid- 
waste generator, and the rather astounding 
mass of waste materials produced is be- 
tween four to five pounds/day. 

At the national level there appears to be 
greater legislative interest in ever tighten- 
ing the regulatory vice that ultimately will 
control the release and final disposal of 
toxic substances. The U.S. Environmental 
Protection Agency seems to be less con- 
cerned about non-toxic solid waste 
problems, leaving states and municipali- 
ties to develop solutions to that issue. 

Each winery, as an industrial entity, al- 
ready hascompleted a Hazardous Materials 
Business Plan, which helps local jurisdic- 
tions track the use and disposition of 
hazardous materials. The plan provides 
Hazardous Materials Response Teams 
(usually the local fire department) with 
advance knowledge of the type, quantity, 
and locations of all dangerous materials 
used at the winery incase ofa spill, accident 
or fire. In the past, many fire fighters have 
been seriously injured or killed by entering 
burning spaces without prior knowledge 
of the explosive potential of what may be 
stored in that building. 

The plan also provides explicit details on 
how and where to dispose of the winery’s 
hazardous waste residuals and containers; 
ie. batteries, tires, and waste lubricating 
oils. 

Recent legislation in California, Assem- 
bly Bill No.939, the Integrated Waste 
Management Act, will require all cities and 
counties to affect a source reduction pro- 
gram that includes a 25% diversion of solid 
waste from landfills by 1995 and a 50% 
diversion by the year 2000. 


WINERY WATER & WASTE 


New interest in ancient 

beverage from grape residue 

Some common threads in eating and drinking 
habits run among the world’s diverse cultures. 
Most all civilizations developed a simple flat 
bread (tortillas, pita, crepes, rice cakes, etc.), 
while some civilizations with long histories of 
winemaking also produced a clear, high-proof 
distillate from grape pomace. 

The appearance of stories in several spirit and 
beverage journals on the rediscovery of grappa 
in California inspired this preface to the report 
on solid waste which follows. 

The French seem to be the first to have seized 
upon the recycling of grape pomace to produce 
spirits (marc) followed by the Italians (grappa) 
and the Greeks and Cypriots (zivania).' 


I’m already recycling! 

Solid waste volumes to landfills can be 
reduced only if more waste is recycled. 
(Large scale incineration appears to be 
technically and economically not feasible.) 
California’s law already prohibits landscape 
and garden refuse from being placed in 
landfills. 

Composting operations are being un- 
dertaken on a massive scale to convert the 
discarded organic material (leaves, lawn 
and shrub cuttings, and tree limbs) to a 
useful soil amendment/conditioner. 

Large municipal landfills serving urban 
areas will have the most difficult adjustment, 
as there is a finite limit for recycling and 
absorbing the compost back into the local 
landscape scene. High-rise buildings and 
apartments are not efficient compost users. 

Further, the U.S. commercial compost 
market does not speak bullishly about the 
prospects of losing 7 to 10 million tons of 
compost in 1995 unless it is re-diverted 
back to the sanitary landfill as a benign 
cover material? Waste-to-energy fueled 
systems offer one alternative for a portion 
of landscape and other combustible waste. 


The solid waste squeeze 

Wineries would be well-advised to take 
a hard look at their existing solid waste 
plan to see if any streamlining can be done 
to reduce volume. It probably also would 
be prudent to begin keeping records of 
solid waste generated by type (broken glass, 
cardboard cartons, styrofoam packers, 


broken pallets, filter pads, etc.). When the : 


request for solid waste reduction arrives on 


The closest ‘pure American’ fruit brandy 
equivalent would be ‘Apple Jack, the 17th-century 
U.S.concoction that warmed manyanearlysettler’s 
body during cold New England winters. 

The 1990s version of these brandy spirits are 
generally harsh, coarse,and drunk young as an 
accompaniment to after-dinner espresso (Italy) 
or Greek or Turkish coffee (Greece and Cyprus). 

The rather obscure purpose for including this 
bit of brandy history for the midwinter edition 
of PWV is the non-scientific basis for a personal 
belief: that a 2-ounce oral dose (grappa, marc, or 
zivania) has an uncanny ability to denature 
winter flu viruses. Even if you don't use the 
high-octane elixir for fighting the 1992 edition 
of influenza, the tall, skinny bottle will make a 
decorative addition to your spirit cabinet. 


your desk, you will have a database from 
which to begin your diversion program. 

It also seems inevitable that by the time 
you receive this PWV issue, tin/lead cap- 
sules will be closures of the past. 

Residual grape solids (stems, seeds, 
leaves, and pomace) should be disposed of 
in the winery’s vineyards, if possible. That 
operation has a substantial labor and 
equipment cost, but it is effective recycling 
at the local level. Also, pomace storage and 
the proliferation of fruit flies and other 
insect pests are problems while the field 
crews finish the grape harvest. 

Anumber of wineries use Napa County’s 
grape pomace composting operation for 
grape residual disposal. The pomace is 
carefully composted after being blended 
with bauxite waste that is imported from 
Nevada, according to Upper Valley Dis- 
posal Service, St. Helena, CA. There are 
other soil amendment blends to adjust pH 
(lime) or provide a chealator (gypsum). 


What’s ahead? 

A number of issues facing the current 
Congress will influence the future of solid 
waste management. PWV will try to stay 
abreast of key amendments to the law. 
Finally, remember, you’re not a bonafide 
recycler unless you use recycled 
products. = 

David Storm is a consulting civil, sanitary 
engineer and owner of Winters Winery. 


References 
1. Encyclopedia of Wines and Spirits. Alex Lichine, 
A.A. Knopf, 1974. 
2. Recycling Today, July 1991, pp. 34-40. 
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Opus ONE 


BORDEAUX TECHNIQUES: 


Gentle grape handl 


Construction of Opus One winery in 
Oakville, CA, was completed in time to 
allow gentle ‘Bordeaux’ grape handling 
techniques to be used in the 1991 harvest. 
Opus One isan ultra-premium Bordeaux- 
style red wine made with varying 
percentages of Cabernet Sauvignon, 
Cabernet Franc, and Merlot. 

The 75,000 sq. ft. winery was built at a 
cost of $15,000,000 by the 50/50 partner- 
ship of the Robert Mondavi Winery and 
Baron Philippe de Rothschild, S.A. of 
France. The winery has a 75,000-gal fer- 
menting capacity, and production 
capacity of 20,000 cases/year. 

The process included hand-picking into 
lug boxes delivered to the winery and 
dumped ona sorting conveyor. The sort- 
ing crew manually removed all leaves, 
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All photos by Fred Lyon 


TOP: Grapes are 
dumped on conveyor 
for sorting. Conveyor 
delivers grapes to 
destemmer/crusher in 
background above 
fermenter. 

ABOVE: Fermenter 
with sump for splash/ 
aeration and pump. 
LEFT: Sump screen 
prevents grapes from 
being pumped to top of 
fermenter. 


_— 


ing at Opus One 


<i 


branches, raisined clusters, clusters not 
fully mature/colored, rot or MOG from 
seven tons of grapes/hour. 

The conveyor delivered the grapes to an 
Amos vari-speed destemmer/crusher po- 
sitioned on top of the fermenter which 
allowed approximately 25% whole berries 
(with no stem retention) to pass through 
the crushing rollers spread 1-cm apart, di- 
rectly into the fermenter. Sulphur dioxide 
was added to the must at 30mg/L. 

As soonas the 227-hl fermenter (12-foot 
high X 10-foot diameter) was filled, Prise 
de Mousse yeast (2-lbs/1,000-gal) was 
added to juice drained from the fermenter 
into the sump below the fermenter, and 
the mixture pumped over the top of the 
cap through a sprinkler/irrigator. One- 
third of the tank volume was pumped 
over at this time. 

The fermenter was warmed toachievea 
temperature of 22-24°C in the must 
within the first 24 hours after crushing. 

One-third of the tank volume was 
pumped over with aeration (splashed into 
asumpthrougha screen to prevent grapes 
from being pumped) by a Manzini piston 
pump in approximately 20 minutes in 
each of three pump-overs in a 24-hour 
day. 

The refrigeration jacket on the fermenter 
was used to hold the maximum tempera- 
ture during fermentation at30°C. The tank 
room was warmed to encourage a warm 
fermentation near 30°C for as long as 
possible. Primary fermentation was com- 
pleted in 7-9 days. 

With 10-g/L sugar remaining, pump- 
overs were reduced to two/day. At 5-g/ 
L sugar, pump-over was stopped and 
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the headspace gassed with CO,. During 
the extended maceration, the headspace 
was checked twice/week to insure CO, 
protection. 

The tank room was warmed to main- 
tainapproximately 26°C during extended 
maceration in the tank. Tannin and bit- 
terness of the wine were checked daily by 
taste to determine when to press off the 
skins. Average total skin contact time 
was 30-32 days. 

To minimize handling of the fermented 
skins, the basket press cage was placed 
under the fermenter door. The fermenter 
was drained for three hours prior to 
opening the door and loading the skins 
into the cage. The top two inches of the 
cap were diverted from pressing to mini- 
mize any contribution of off-flavors to 
the wine. Four press cages were required 


| LEFT: Loading skins 
_ into press cage. 
RIGHT: Press cage is 
positioned in press. 


to empty a fermenter. Each cage-load 
was pressed in 45-60 minutes with pri- 
mary pressure stops at 0.4-bar, 0.9-bar, 
1.5-bar, and 2.0-bar. Heavy press wine 
(2.0-bar) is kept separate. 

Press wine was added to free-run in a 
settling tank where malolactic bacteria 
was added to start malolactic fermenta- 
tion. The wine (approximate temperature 
of 25°C) would be moved to new French 
Nevers oak barrels as quickly as possible 
after pressing. The first barrel racking 
would occur upon completion of malo- 
lactic fermentation and a SO, addition of 
20 ppm would be made. 

The wine is gravity-racked six times/ 
year during approximately 18 months of 
barrel-ageing. Barrels are topped twice/ 
week in the first six months. Egg-white 
fining is done in barrel. a 


LEFT: Diagram shows conveyor (A) for 
grape transfer to destemmer/crusher (B) 
on second floor of winery above 
fermenter (C). Tanks on first floor have 
man door high enough off floor to allow 
easy loading of press-cage (D) which is 
moved by pallet-jack to press (E). 


ABOVE: Emptying press cage. 
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By Eleanor & Ray Heald 


Porto has long been considered an ‘English 
wine’. Although history has not left us a 
certain record, it is widely believed that in 
the mid-eighteenth century, it was the Brit- 
ish who instituted Porto’s fortification, 
created its markets, and controlled its trade. 

Today, the Portugese government exerts 
significant control over Porto’s production 
and sales. 

In the ‘quintas’ (farms) of Portugal’s 
Douro region, Porto’s home, it is usual to 
discover plantings of 10 to 15 different 


CALIFORNIA y, 


grape varietals of the more than 40 avail- 
able. However, the important grape 
varieties in Portugal are somewhat differ- 
ent from those used in the production of 
California Port. 

In Portugal, Souzao has fallen from fa- 
vor. Bastardo is not grown much because 
of its early ripening tendencies. Ina mixed 
planting, it would be overripe by the time 
all other varieties were ripe. 

Tinta Cao suffers from low production 
due to poor set and is not widely planted. 

There are two Touriga varieties: Nacional 
and Francesa. Nacional is, by far, the finer 
varietal, though Francesa can add finesse. 

Tinta Roriz, Mourisco, and Barreca are 
highly regarded. 

In Porto production, co-fermentation is 
the traditional practice, but recently, many 
single varietal vineyard blocks have been 
planted and individual varieties are being 
fermented separately. 


Portugese varieties and California Port 

In the last decade, Porto, particularly 
vintage-dated bottlings, has witnessed sig- 
nificant growth in the U.S. market. 
Producers of California Port-styled wines 
are also experiencing consumer interest in 
their product. 

In the early years, California vintners 
produced Port-styled wines from Alicante 
Bouschet, Carignane, Rubired, Salvador, 
and Zinfandel. Only two Portugese 
varietals, Tinta Madeira and Souzao were 
popular. 

In the 1980s, Tinta Cao, Tinta Amarela, 
Alvarelhao, Bastardo, Touriga, and Tinta 
Roriz have been added in newer vineyard 
plantings. 

California Port producers (Ficklin Vine- 
yards, Madera; Paul Masson Winery, 
Madera; Quady Winery, Madera;St. Amant 
Winery, Stockton; Santino Wines, Ply- 
mouth; and Shenandoah Vineyards, 
Plymouth) participating in this review 
agreed on the following general descrip- 
tors for the Portugese varieties used in 
Port-style wine production. 

Alvarelhao: citrus, candy, orange peel, 


and spice. Mouth softness and balance. 

Bastardo: low color, perfumey. Offers 
structure, body, and finish. 

Souzao: well-colored, toasty, burnt 
chocolate, creme caramel, resiny, earthy 
yet fruity richness. High acid finish and 
backbone. 

Tinta Amarela: bing cherry, currants, 
rasberry, licorice. 

Tinta Cao: low color, but good in sup- 
porting cast as depth enhancer. Softens 
peaks and valleys with elegant, subtle flora 
aromas and soft, delicate flavors. Cherry, 
coffee, caramel and earthy nuances. 

Tinta Madeira: rich berry, jammy, 
plummy aromas, and flavors. Pleasing 
finish. 

Tinta Roriz: bread dough. 

Touriga: blueberry, spice, coffee, mo- 
cha. Full mouth texture. Complex 
overtones of walnuts and plums. Back- 
bone of a blend. 

There are some variances in the descrip- 
tors depending on the regional fruit source, 
but producers agree that blending is essen- 
tial to the complexity of the product. While 
Paul Masson has produced a fine 100% 
varietal Souzao, there’s much to be said 
about blending. “For our production, the 
blend is better than any single compo- 
nent,” comments St. Amant’s owner Tim 
Spencer. 


Blending parameters/individual styles 

V Ficklin Vineyardsuses only Portugese 
varieties in its two, distinct bottlings. For 
production of a non-vintage (NV) Tinta, 
60% to 80% of the blend is Tinta Madeira 
and 2% to 10% is Tinta Cao. Touriga and 
Souzao each constitute 10% to 25% of the 
final blend. 

After racking, blending is done in a 
‘solera-styled’ system where the average 
age of the port is 5.5 years. Blending into 
the solera depends on market demand. 

For Ficklin Vineyards Special Bottling 
Vintage Port (1983 is the current release), 
the percentage of Tinta Madeira is 35%, 
Touriga is as high as 20%, and Souzao is 
increased to 40%, while Tinta Cao is 5%. 
Each varietal is fermented separately. The 
blend is made in spring, two years after 
harvest. 

“The Special Bottling is meant to show- 
case characteristics of a Vintage Port with 
fuller dimensions and deeper characteris- 
tics,” comments Peter Ficklin. “The NV 
Tinta is a ruby-style port wine.” 

Vv Paul Masson uses 100% Souzao for 
RareSouzao Port production. “TheSouzao 
Port acquires a deep red color,” reports 
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winemaker Kim Spruance. “It has subtle 
fruit, but ages well and offers a rich, vel- 
vety, earthy, and full-bodied taste.” 

The wine tasted for this review origi- 
nates from the 1986 vintage and is the first 
100% varietal production from Masson. 
“For improved market appeal, we’ re look- 
ing to vintage date this wine in the future,” 
remarks Spruance. “We are also pulling 
away from a consistent style to one that 
showcases the vintage.” 

VY Quady Winery’s proprietarily-named 
‘Starboard’ is a field blend of Alvarelhao, 
Bastardo, Tinta Amarela,and Tinta Cao. “The 
name is purely promotional,” states 


plus Barbera, Cabernet Sauvignon, Syrah, 
and Zinfandel. 


Grape sourcing 

Ficklin contends that his estate vineyards 
in Madera maximize the potential of 
Portugese varietals. “Careful irrigation is 
necessary,” he emphasizes. Spruance 
maintains that the San Joaquin Valley is 
ideal for Portugese varieties. “The climate 


Ficklin 
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Production parameters 

Primary fermentation yeast preferences 
are quite varied. Ficklin prefers Prise de 
Mousse. Spruance likes Champagne yeast. 
Blaylock suggests Lalvin 71B. St. Amant’s 
consultant Paul Wofford chooses Epernay 
II. Scott Harvey from Santino uses natural 
yeast and Sobon uses Montrachet. 

Closed-top fermenters are used at Paul 
Masson, Quady, and Shenandoah. St. 


Old, 50-gal. American 1-2 yrs. old 


winemaker Michael Blaylock. “The entire 
production is targeted for export to Great 
Britain. Itis our product globalization effort.” 
Vv St. Amant Winery’s bottlings are 
Vintage Port, produced only in exceptional 
years and intended for long ageing, and 
Spencer Port, produced when the vintage 
does not meet vintage Port criteria. 
Varietal percentages for both wines are 


Paul Masson 12 yr. old 52-gal. American | 1-6 months after pressing 1 yr. for Ruby 
2-3 yrs. for Souzao 
within one week after 


stopping fermentation 


Quady neutral, 60-gal. blend 


of French & American 2 yrs. 
four weeks after 18-24 months 


stopping fermentation 


St. Amant 


50/130-gal. neutral 
French-oak 


Santino 60 & 130-gal. neutral 2-3 weeks after pressing 2-3 yrs. 


approximately thesame: Alvarelhao,20%; 
Bastardo, 10%; Souzao, 15%; Tinta Cao, 
25%; and Touriga, 30%. 


Other than Portugese varietals 

Vv For Paul Masson’s Rich Ruby Port, 
Ruby Cabernet constitutes 40% to 60% of 
the blend. It is rounded out by Petite Sirah 
at 30% to 60%. Souzao is blended in at 10% 
to 30%. “All three grape varieties offer a 
dark red color,” reports Spruance. “Petite 
Sirah lends complexity and body. Souzao 
adds interesting fruit elements and an 
earthy richness.” 

Y Shenandoah Vineyards’ Vintage Port, 
in addition to 41% Tinta Cao and 27% 
Souzao, includes 23% Zinfandel and 9% 
Cabernet Sauvignon. The winery’s 
Zinfandel Port is 80% Zinfandel with the 
balance as Cabernet Sauvignon, Mission, 
and Petite Sirah. 

“In 1988, we used Portugese varieties for 
the first time,” explains Shenandoah’s Lee 
Sobon. Lots were fermented separately, 
fortified on the skins and left overnight 
before pressing.” 

By way of comparison, Sobon brought his 
first port bottling, the 1979 Shenandoah 
Zinfandel Port, to the tasting / discussion ses- 
sion. The winemaker tasting panel agreed 
that it had detailed Portugese character. 

Quady’s Port of the Vintage is 100% 
Zinfandel. “It’s a wine with ample fruit 
and soft tannins for near-term drinking,” 
remarks Blaylock. 

¥ Santino’s Vintage Port is a blend of 
Alvarelhao,Souzao, Tinta Cao,and Touriga 


French oak 


Shenandoah 52 or 58-gal. neutral 


10-15 yr. old American oak 


allows the fruit to increase in sugar and 
color before the grape breaks down,” he 
reports. 

Masson sources fruit from 30- to 40-year- 
old vines in a vineyard south of Fresno. 
Additional fruitis obtained from 20-year-old 
vines in Monterey County. “The Coastal 
grapes have intensity of fruit/” Spruance 
adds. 

“The northern portion of Amador 
County, where grapes are grown at an 
altitude of 1,700 feet and higher, is similar 
to Portugal’s Alta Douro,” Blaylock re- 
marks. Spencer concurs and calls attention 
to the balanced wine with intense aroma 
and flavors of this fruit. “These soils have 
volcanic origin,” details Sobon. “The vine- 
yards are dry-farmed and yield 
approximately two tons/acre.” 


Picking decisions 

Bastardo is an early-ripening Portugese 
varietal picked at approximately 21°Brix 
with a TA of about 0.65, and 3.4 pH. 

Alvarelhao, Tinta Cao, and Touriga av- 
erage 22°to 24° Brix, 0.75 TA, and 3.35 pH. 

Souzao averages 22°Brix, 0.95 TA, and 
3.2 pH. 

Tinta Madeira is picked between 22° to 
24°Brix, 0.65 to 0.73 TA, and 3.6 to 3.7 pH. 

Field blends are are picked between 24° 
to 26° Brix, 0.6 to 0.7 TA, and 3.7 to 3.8 pH. 


after falling clean 


1-3 yrs. 


Amant employs an open top fermenter, 
while Ficklin refers to its fermenters as 
‘semi-open’ because of the large manhole. 
At Santino, fermentation is done in 4-ton 
picking bins. 

With respect to cap management, on 
average, two to four pump overs/day are 
done at Ficklin, Paul Masson, Quady, and 
Shenandoah. Punching down isemployed 
at St. Amant while Santino uses treading 
twice daily. 

Fermentation is stopped when Brix lev- 
els reach 12° at Paul Masson, St. Amant, 
and Santino. Ficklin stops fermentation at 
8° to 10° Brix, Quady at 9.5°to 10.5° Brix. 
Shenandoah’sSobon makes decisions when 
the desired extract is achieved and has 
allowed levels to go as low as 4°Brix before 
stopping fermentation with neutral spirits 
fruit grape (NSFG). 

Also utilizing NSFG are Paul Masson 
and Quady. Ficklin, St. Amant,and Santino 
stop fermentation with an unaged bever- 
age brandy designate. 

The wine is fortified on the skins which 
Spruance believes enriches the color and 
adds some tannin to round out the finish. 
The addition of high proof alcohol marries 
with the half-fermented portion. 

All producers use press wine in their 
California Port production. 

Continued on page 41 
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UPDATE ON THE DISEASE AND CONTROL: 


Grape powdery mildew 


By Douglas Gubler, PhD 
Extension Plant Pathologist, UC Davis 


History of disease and control 

Powdery mildew, caused by the fungus 
Uncinula necator, has been a problem on 
California grape vines since commercial 
production began more than a century 
ago. It is, without a doubt, the most 
enduring and persistent disease problem 
faced by grape producers, especially 
among California Vitis vinifera vineyards. 

Early season infection interferes with 
fruit set and development. Mildew infec- 
tion of table grapes affects the fruit’s 
appearance, making it unacceptable for 
sale in the market. Powdery mildew in- 
fection of the rachis shortens the fruit’s 
storage life. 

Powdery mildew infection can cause 
berry cracking, allowing rot organisms to 
enter. Wine quality is affected when as 
few as 3% of the berries are diseased. 

For years, the standard treatment for pow- 
dery mildew on grapes has been elemental 
sulfur application. Regular applications of 
dusting sulfur at 7- to 14-day intervals 
during the period of fruit susceptibility has 
been the traditional approach. 

In the 1980s, a new line of fungicides 
came on the market, known by various 
names such as DMI’s (demethylation in- 
hibitors),SI’s (sterolinhibitors), and EBI’s 
(ergosterol biosynthesis-inhibitors). 
These products provide additional tools 
to control powdery mildew. 


Effect of powdery mildew 

The impact powdery mildew infection 
has on a vineyard often depends on the 
timing of the first infection. Early fruit 
infections cause stunted berries, scarring, 
and off-flavors. Powdery mildew can also 
affect the rate of photosynthesis by affected 
leaves. When vines are severely infected, 
the disease can impair the vine’s ability to 
produce adequate amounts of sugar. 

The pathogen Uncinula necator can in- 
fect all succulent grapevine tissues, 
including the stem, fruit, and leaves; all of 
whichcan show characteristic symptoms. 
The susceptibility of the various vine parts 


to powdery mildew infection changes 
during the season. Fruit can become in- 
fected at the beginning of development 
until the sugar content reaches 8° Brix; 
this makes control essential during the 
early season. Established infections then 
continue to produce spores until the ber- 
ries reach 12°to 15° Brix. Old infections 
become inactive with age. 

Powdery mildew develops best on 
young leaf tissue, but older leaves also are 
susceptible if growing in shady, dense 
canopies. Shoots, petioles, and cluster 
parts are susceptible throughout the 
growing season. Dead or dormant tis- 
sues are not susceptible. 

After infection, colonies give rise to 
secondary inoculum which spreads the 
disease to other leaves and fruit. The 
fungus forms a white, weblike mat of 
hyphal strands (mycelium) over the in- 
fected tissue’s surface. Short, rootlike 
branches (haustoria) grow from the my- 
celium into the outermost layer of plant 
tissue to draw out nutrients. Chains of 
spores (conidia), borne on short stalks, 
rise from the mycelium, resulting in a 
dusty or powdery appearance. 

Mildew colonies on leaves are usually 
found either on the underside of the sun- 
exposed leaves or on both sides of 
well-shaded leaves. These colonies can 
be detected at an early stage in their de- 
velopment by faint yellow patches about 
six millimeters (14-inch) in diameter on 
the upper leaf surface. These patches and 
the associated characteristic webbing and 
spore chains can easily be seen through a 
10x hand lens. 

Late in theseason, small, spherical, black 
fruiting bodies called cleistothecia may 
be formed amidst the mycelial mats on 
leaves, canes, rachises, and berries. 
Cleistothecia contain a second type of 
spore (ascospore). 


Susceptible varieties 

The degree of susceptibility to mildew 
varies among varieties. Grape varieties 
that can be seriously affected include: 
Cabernet Sauvignon, Carignane, 
Chardonnay, Chenin blanc, Cardinal, 
Ruby Seedless, and Thompson Seedless. 
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Less susceptible varieties are: Semillon, 
White Riesling, and Zinfandel. 

The fungus also infects other members 
of the plant family Vitaceae, including all 
native North American grapes in the ge- 
nus Vitis. These species are less severely 
affected than the V. vinifera grape com- 
monly grown in California. 

Other susceptible plant species are 
monk’s hood (Ampelopsis aconitifolia), 
Virginia creeper (Parthenocissus 
quinquefolia), Boston ivy (P. tricuspidata). 


Disease cycle 

The fungus U. necator cannot grow on 
dead or hardened grape tissue. It sur- 
vives the winter in a dormant state as 
mycelium in buds. Inthespring, dormant 
mycelium grows onto green emerging 
shoots, thus initiating disease. 

Overwintering also occurs in the form 
of sexually-produced ascospores borne 
in cleistothecia. This overwintering form 
predominates in coastal and extreme 
northern and southern San Joaquin Val- 
ley production areas. Ascospores within 
cleistothecia mature in the fall and win- 
ter. Fall rains wash the cleistothecia off 
the leaves and shoots into the bark of the 
upper trunks and cordons. Ascospores 
are released from cleistothecia in the 
spring during rains and sprinkler irriga- 
tion, and are water-splashed and 
windblown to newly emerging leaves. 
Individual colonies on the lower surface of 
the basal leaves are the first symptom of 
infection and are usually visible in seven to 
ten days after a spring wet period. 


Impact of temperature 

Mild weather results in increased rate 
of pathogen reproduction and powdery 
mildew growth. Conidia are dissemi- 
nated within canopies and spread to adja- 
cent vines. Germination occurs at tem- 
peratures between 6°C and 33°C (43°F to 
90°F); the optimum temperature for 
growth is 25°C (77°F). At 21°C to 30°C 
(70°F to 86°F), rapid conidial germination 
and subsequent production of new 
conidia by the colony takes only five days. 

The effect of temperature on ascospore 
release and germination has been stud- 
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Severe powdery mildew infection on 
Chenin blanc grapes with berry cracking 


ied. Ascospore release occurs between 
10°C (50°F) and 30°C (86°F), while no 
spores were released at 5°C (41°F) and 
35°C (95°F). Optimum temperature for 
ascospore release is 15°C (59°F). 

Germination of ascospores also is af- 
fected by temperature with the optimum 
being 15°C to 20°C. 

Powdery mildew can develop at tem- 
peratures below those favorable for plant 
growth; in fact, research has shown that 
conidia can be released at temperatures 
as low as 5°C (41°F). High temperatures 
that do no harm to the vine can harm the 
fungus; conidia and mildew colonies can 
be killed at temperatures above 33°C 
(91°F). The fungus is destroyed com- 
pletely when air temperatures rise above 
35°C (95°F) early in the growing season, 
especially when in direct sunlight. 

The temperatures cited above were 
measured at the leaf or fruit surface. It is 
important to note these temperatures could 
vary up to 10°F from the air temperature, 
depending on the intensity of the radiation 
exposure of the leaves or fruit. For instance, 


We sell the least expensive 
equipment in the wine indusiry. 
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during short periods when the air 
temperature rises above 40°C (104°F), the 
mildew colonies exposed to the sunlight 
and the full effect of high temperatures are 
killed rapidly. However, colonies located 
onthe cluster stems are generally protected 
by the berries and foliage and may 
survive high temperatures. 

Studies show that temperature plays a 
greater role in secondary or conidial dis- 
ease development than does moisture. 
Powdery mildew can develop normally 
over a wide range of relative humidities. 
However, free water — rain, dew or 
sprinkler irrigation — can reduce inocu- 
lum by causing conidia to burst or simply 
by washing them from the tissue to 
grapevine bark or the ground where they 
are no longer a threat. 

However, conidia are somewhat 
hydrophobic and are not easily ‘wet’ by 
water. Many may escape the influence 
of rain or washwater. Water lowers the 
temperatureunder the canopy and 
may actually help the development of 
surviving infections. 


Which means that Willmes 
presses from Scott Labs aren’t only the 
best presses money can buy. 


You can’t afford delays from grape dollar. They are the finest 

unreliable equipment. And you can’t presses in the world today. 

afford presses that lower your quality or Of course, you’re buying more 

yield. than a machine. You’re buying Scott 
Willmes presses have proven Labs’ service — 55 years of coming 


reliability and get the most from every through in the crush. 
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Spore distribution 

The pathogen is spread by windborne 
conidia. Some conidia land on grape tis- 
sue where they can germinate, produce 
new infections, and generate additional 
spores. This cycle repeats itself many 
times throughout the growing season. 

[tis unknown how far conidia can travel 
and remain viable or how many are pro- 
duced each day. Infections increase 
rapidly in a downwind direction, thus 
vineyards downwind from a severely in- 
fected vineyard may require extra 
protection. 

The spread of conidia also is aided by 
the presence of extensive grape plantings, 
backyard grapevines, wild grapes, and 
other hosts. These areas may be the source 
of further mildew inoculum. 


Control strategies 

Powdery mildew control programs 
work best if sulfur and/or DMI fungi- 
cides are applied as protectants. If disease 
is already established before the first fun- 
gicide application in the spring, it is not 
advisable for dusting sulfur or the DMI 
compounds to be used as eradicants; in- 
stead, an application of wettable sulfur 
plus a wetting agent is recommended. 

A general rule is that late season control 
depends on early season reduction in in- 
oculum potential. This makes early season 
control especially important to the full 
season program. 


Control with sulfur 

Sulfur continues to be an effective and 
economical material, but, in order to be 
effective, it must be applied before dis- 
ease develops. Wettable sulfur should be 
applied at budbreak when dealing with 
ascospore infection followed by dusting 
sulfur at 7 to 14 days after bud break, and 


PRIMARY 
INOCULUM 


BUDBREAK 


INFECTION | ~<a 


SPORULATION 
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thereafter repeated every 7 to 10 days, 
until fruit begins to ripen, especially in 
wine and raisin grape vineyards — or 
until the summer temperatures are too 
high for infection. 

During a cool, wet spring, at least one 
additional application of wettable sulfur 
10 days after the first application is rec- 
ommended; this is needed because of 
continued ascospore release in multiple 
spring rains. The wettable sulfur applica- 


tion is designed to eradicate initial dis- 
ease, kill ascospores, and protect new 
foliage. 

Sulfuring in wine and raisin vineyards 
is not necessary after ripening begins as 
the berries become less susceptible to mil- 
dew once they reach 8° Brix. To be sure 
the entire vineyard has reached this point, 
it is best to continue sulfuring until an 
average sugar test is 12° to 13°Brix. 

Sulfur prevents infection by powdery 


MANUFACTURERS & IMPORTERS OF SUPERIOR FRENCH OAK BARRELS 
CUSTOM DESIGN UPRIGHTS, OVALS & BARREL REPAIR 
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mildew spores. For the best control, good 
coverage is essential. Research has not 
shown whether the spores must be in 
direct contact with the sulfur particles for 
control or whether a vapor phase of sul- 
fur is toxic. Either way, the vine must be 
completely covered for the most effective 
control. 

There are some drawbacks to mildew 
control by sulfur application. Because 
sulfur washes off vines, it needs to be 
reapplied immediately after rain or irri- 
gation. Immediate application is essential 
since optimum temperatures for mildew 
growth often follow rain and sprinkler 
irrigation. 

Dusting sulfur can cause burn on vines 
if applied when air temperature is near 
38°C (100°F), especially in the spring or 
early summer. Special care should be ex- 
ercised during hot spells. Phytotoxicity 
can be reduced by cutting back on the 
amount of sulfur used or applying it in 
the early evening to allow slow oxidation 
during the night. 

During seasons when conditions are 
particularly favorable for mildew devel- 
opment, sulfur dusting alone may not 
give adequate control. If a dusting is 
missed and infection has occurred, wet- 
table sulfur is recommended with a 
suitable wetting agent and water to wash 
conidia from leaves and fruit. It is be- 
lieved that the eradication effect is 
probably derived from the combination 
of water and the wetting agent; the wet- 
tablesulfur merely replaces sulfur washed 
off during the application. Asin all appli- 
cation programs, the success of this 
program depends on the penetration and 
coverage of the vine canopy and clusters 
by the wash water. In severe cases, sev- 
eral weekly washings may be necessary 
for adequate coverage and control. 


Sulfur/DMI compound control 

A more multi-facited mildew control 
system is an application program com- 
bining sulfur with an approved DMI 
fungicide. The DMI products are locally 
systemic, and are not washed off by wa- 
ter. Unlike application with sulfur alone, 
there is no need for application immedi- 
ately after rain or sprinkler irrigation. 

One complete program includes one to 
three early season applications of wet- 
table sulfur beginning at budbreak, 
followed by a DMI fungicide application 
at 10 to 12 inches of growth. Additional 
DMI applications should be made ac- 
cording to the instructions on the label. 


It is important to follow label directions 
regarding spray intervals, concentrations, 
and recommended water volumes in a 
DMI fungicide application program. Ex- 
ceeding the number of days between 
sprays may allow infection to occur. These 
fungicides decay over time and lose their 
effectiveness as the next spray date ap- 
proaches. Stretching the days between 
applications beyond the recommended 


limit allows infection to occur before the 
next application. 

Using more water volume in the spray 
tank than the label specifies may result in 
the vine not getting the full protective ben- 
efits of the product. Follow label directions 
regarding proper water/ product ratio. 

The DMI fungicides are meant to be 
used as protectants, not eradicants or post- 
infection sprays. Eradicate powdery 
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mildew with wettable sulfuras described 
above and then rely on the other products 
as the protectants. 


Avoiding resistance problems 
Uncinula necator ascospores and conidia, 
which are resistant to DMI fungicides, are 
a threat in some coastal and valley vine- 
yards unless a program designed to 
manage or avoid resistance is followed. 
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Co 


With the build-up of documented, resis- 
tant strains in many California vineyards, 
DMI compounds have lost some effec- 
tiveness. Loss of efficacy may occur if 
sulfur is not incorporated in spray pro- 
grams using DMI fungicides. 

Recent research has shown that resis- 
tance in the grape powdery mildew 
pathogen over-winters in ascopores, and 
in some vineyards, disease is initiated by 
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DMI resistant progeny. Therefore it is 
very important that information and 
strategies developed regarding resistance 
to DMI fungicides in California be fol- 
lowed as closely as possible if we are to 
save these products. 

The DMI Working Group of the North 
American Fungicide Resistance Action 
Committee has developed a series of rec- 
ommendations to help reduce selection 
pressure on the pathogen population and 
to preserve the full activity of the DMI 
compounds. 


These recommendations are: 

* Do not use DMI compounds alone 
season-long. Use either a tank-mix with 
sulfur or use alternating blocks of sprays 
with unrelated chemistry. 

* Do not merely alternate with another 
DMI fungicide. This will not prevent 
resistance development. 

* Use DMI products preventively, not 
curatively. 

* Thoroughly cover the crop withspray 
toallow penetration into the plant canopy. 

* Do not exceed the recommended 
maximum intervals between applications. 

* Do not exceed the permitted maxi- 
mum amount applied per season. 

¢ Use wettable sulfur at budbreak. 

Adhering to these resistance recom- 
mendations benefits all growers, since 
the development —and spread into other 
vineyards — of resistant strains affects 
every grower’s ability to use DMI fungi- 
cides effectively. 


Effective powdery mildew control 

Animportant part of powdery mildew 
control on grapes is simply keeping upon 
the latest research information. Whether 
this includes updates on the disease itself 
or new mildew control measures and 
recommendations, it’s important to be 
familiar with the latest breakthroughs 
and control programs to produce a qual- 
ity, profitable grape crop each year. 

Information is importantin another key 
area — knowing the products used to 
control powdery mildew controland how 
to use them properly and successfully. 
Using products incorrectly could produce 
the same results as using an ineffective 
product. It is wise to keep up on the latest 
control recommendations, and the proper 
way to use individual products in the 
vineyard. 

The result will be an effective powdery 
mildew control program and a profitable 
grape production operation. a 
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Fine wine needs 
a Savvy banker 


By Carol Caldwell-Ewart 


Many vintners say a great bottle of ultra- 
premium wine requires perfect grapes, the 
best cooperage, a superb winemaker, and 
time, but smart vintners add another cru- 
cial ingredient — reliable financing. 
Winemaking is a capital-intensive busi- 
ness. Traditionally vintners and growers 
have relied on major banks to supply their 
financing needs. 

Unfortunately, when the banking mar- 
ket is tight, as it is now, some big banks 
simply may stop lending in higher-risk 
industries, particularly those where they 
have little expertise, such as the wine in- 
dustry. One small Napa Valley winery has 
successfully bypassed the big bank blues 
by turning to a small, local bank for its 
lending needs. 


Groth Winery starts with a major bank 

Thelending market was tightin thespring 
of 1986, too, when Dennis and Judy Groth 
thought they had their financing in order. 
In Groth Vineyards and Winery, they 
owned 165 acres of vineyards in Napa Val- 
ley near Oakville, CA, and were selling 
some grapes and producing premium 
Sauvignon Blanc, Chardonnay, and 
Cabernet Sauvignon wines. 

Except for their vineyard purchases in 
1981-82, the Groths financed the business 
at a major bank. They put their trust in an 
institution where Judy had held an account 
since grade school and where Dennis often 
had banked for the Atari Corporation while 
chief financial officer (CFO). The bank had 
approved, and for several years financed, 
the Groths’ five-year business plan. The 
plan called for an increasing working capi- 


LEFT: Winery owner Dennis Groth insists 
that Groth Winery must deliver to custom- 
ers a superior value — consistently. He 
believes that the wine industry has been 
slow to recognize that there is and will be a 
negative consumer reaction to inconsistent 
quality and high prices. 


tal loan every year as they increased wine 
production and sales. 

Groth wine sales were slower than pre- 
dicted, though sales nearly tripled from 
1984 to 1986. The bank had refused to fund 
a construction loan, so building a winery 


. was delayed while the Groths worked to 


increase sales. Production growth wasright 
on schedule. 

According to the five-year plan, Groth 
would produce 10,000 cases/year each of 
Cabernet Sauvignon, Chardonnay, and 
Sauvignon Blanc in 1984, 1985, and 1986. In 
March 1986, the 1984 Cabernet Sauvignon 
was in French oak barrels, three months 
from bottling. New barrels were already 
filled with the 1985 wine. 

The Groths went to the bank for the annual 
renewal of the working capital loan, expect- 
ing tosecure$1.5million for harvest, barreling, 
and bottling. The bank surprised them with 
a “no” response and limited the loan to the 

$1 million lent previously. Dennis Groth 
recalls the banker telling them, “We just don’t 
think we should allow the working capital 
line to grow to $1.5 million.” 

Remembering the rejection, Groth still 
gets fired up: “Isaid to him, Wait a minute. 
Why in hell didn’t you say this last year, 
before we crushed the 1985 vintage and 
bought the barrels to put the wine in? We 
could have sold the grapes. We could have 
not bought the barrels, and we could have 
crushed a smaller quantity of grapes.” 

By spring 1986, the maximum amount of 
money and effort was invested in the 1984 
and 1985 vintages, but without the extra 
$500,000, the Groths couldn’t afford to wait 


until the wine was aged and ready to sell. As 
they left the bank, the Groths began wrestling 
with the problem of how tosave the business. 

Ultimately, more than % of the 1984 and 
1985 Cabernet was ‘bulked out’ for as little 
as “12 lousy dollars/ gallon,” Groth recalls. 
The unused oak barrels were sold and 
production of the 1986 vintage limited to 
6,000 cases. Though there was no other 
way, Groth and winemaker Nils Venge 
especially regret the loss of the 1985 
Cabernet. “It was one of the best vintages 
produced in the Napa Valley in the last 20 
years,” Groth says. 

When the 6,000 cases of 1984 Cabernet 
Sauvignon were released, they sold out in 
two weeks. Later, wine reviewer Robert 
Parker, of The Wine Advocate, gave the 
Groth 1985 Cabernet Sauvignon Reserve a 
rare, perfect score of 100. 

Groth recognizes it was the bank’s privi- 
lege to refuse the larger loan. “What 
disappoints me is that they should have 
come to those conclusions at an earlier 
stage. Maybe I was naive.” 

But Groth is less naive financially than 
most vintners. He was a certified public 
accountant with Arthur Young & Co. for 13 
years and then CFO and President of the 
Atari international division while that 
company grew from $100 million in sales to 
$2 billion in just four years. 

U.S. wine sales had flattened and lost 
ground to imports in 1982 and 1983 after 35 
years of sustained growth, Groth acknowl- 
edges. But he says, “Even during tough 
times, most premium wines still experi- 
enced double-digit growth.” He feels the 
bank had written off the wine industry as 
too risky and rejected Groth Winery in the 
process, despite their relationship and the 
winery’s success. 


Finding financing 

If Groth Vineyards had rolled over and 
the business had died, the story would 
end here. But cost-cutting measures 
worked, and a few months later, Groth 
sales caught up with production as 
planned. Soon, Dennis and Judy again 
went looking for financing to build their 
winery facility. “We were selling be- 
tween 25,000 and 30,000 cases of wine/ 
year with only half a winery (fermenta- 
tion tanks) and a little office. We needed 


RIGHT: “Personally, I think big banks are 
doing the industry a disservice by not actively 
searching for opportunities with small winer- 
ies,” says Perry Teaff, Napa National Bank 
Senior Vice President and Senior Credit Of- 
ficer. He talks about wine with the apprecia- 
tion of a vintner — which he once was. 
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to look more serious,” Groth recalls. 

Disillusioned with banks, the Groths 
went to Hambrecht & Quist (H&(Q), a ven- 
ture capital firm in San Francisco, CA, for 
help. They wanted to find an investor who 
would putupthemoney to build the winery 
in exchange for a share of the business. 

“H&Q was magnificent,” Groth recalls. 
“They said: ~You’ve gone through the 
most risky years. Why dilute your eq- 
uity?’”” H&Q referred the Groths to Jim 
Wright, manager of the St. Helena branch 
of Napa Napational Bank, to apply for 
debt-financing. 

“With assets of $60 million and liabilities 
of $55 million, Napa National is a small, 
local bank founded in 1982 by Napa County 
lawyers, vintners, and local business 
people,” says Brian Kelly, Presidentof Napa 
National Bank. Napa National focuses 
strictly on Napa County, and 20% of its 
total loans are to county wineries, vine- 
yards, and wine-related businesses. 

“God invented bankers to supply cash to 
vintners,” Perry Teaff, Napa National Se- 
nior Vice President and Senior Credit 
Officer, says with a smile. He talks about 


The three-level California-style structure, emphasizing 
the Mission influence, has 20,000 sq.ft., enabling Groth 
Winery to crush, ferment, and bottle 40,000 cases/year. A 
thousand barrels are stored at the winery while another 
1,400 are in temperature-controlled warehouse space in 
Napa. Design and county approval of the winery actually 
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wine with the appreciation of a vintner — 
which he once was. 

“Wineries area reflection of Napa County 
and of the economy of the county,” Teaff 
continues. “So if we know what we’re 
doing, and we think we do, we can afford 
to have a higher concentration in loans to 
wineries. We're probably the only bank 
that actively finances and specializes in 
small wineries. I think that the strength of 
the industry is the small wineries.” 

Small wineries can be high-risk, expen- 
sive businesses for banks to deal with, Teaff 
acknowledges. They require a lot of hand- 
holding and the bankhas to havespecialized 
knowledge. Teaff assesses the Groth’s 
problem with the first bank as just such a 
lack of knowledge. 

“The classic bankers’ mistake,” Teaff 
notes, “is that they do not understand the 
inventory cycle for this size winery and 
lose sight of the fact that inventories in- 
crease dramatically during the early life 
cycle of a winery.” 

The bank must understand how toassess 
the risk at a small winery, and when the 
bank does understand, a winery loan is no 
morerisky thanany other commercial loan. 
“We pick the very best, most profitable 
wineries,” Teaff says, “and we can do that 
asasmall bank. We’ve never lost money on 
a vintner.” 


Evaluating wineries 

There are several factors that Napa Na- 
tional considers when evaluating the 
viability of a loan to a winery: 

¢ Cash flow risk: This depends on the 
type of winery. “Most winemakers will 
plan out the marketing, facility, grape ac- 
quisition, distribution, and label — they 
just don’t plan for the cash needed,” Teaff 
notes. Then, though the winery is healthy, 
they’re making profits,and everything else 
is right, it runs out of cash. 

“Cash is king in most endeavors, and itis 
certainly true in the wine business. We 
look at cash flow and the ability of the 
vintner to turn assets into cash.” 

¢ Ownership structure: “In my experi- 
ence,” Teaff says, “one of the major reasons 
wineries go broke or don’t survive is be- 
cause their ownership structure falls apart 
— owners get divorced or the partners 
fight.” This is another way that the H&Q 
advice, steering them away from equity 
financing, benefited the Groths. 

“Not only do complex ownership struc- 
tures often inhibit growth and creativity,” 
Teaff adds, “but they often are expensive 
and impractical for small winery financ- 
ing. In addition, bank financing is often the 


cheapest way to finance growth.” 

¢ Capital structure: Factors such as how 
fast the winery constructs buildings, in- 
creases wine inventory, and plants 
vineyards all must be in sync. 

* Consistency in the business plan: “If 
the vintner is selling Cabernet Sauvignon 
wine and his vineyard is Reisling, then 
there is an inconsistency in the business 
plan that will probably require cash to 
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correct,” Teaff says. “The same is true with 
yields. If the yields are not there, then there 
is a problem, and production will be inter- 
rupted, which will cause an interruption in 
cash flow. Likewise, if yields are not there, 
then there may be a phylloxera problem 
that should be addressed.” 

(Average annual yields from Groth vine- 
yards are: Chardonnay 4.0 tons/acre, 
Cabernet Sauvignon 3.5 - 3.75/tons/acre, 
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from the ground up. 
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Sauvignon Blanc 4.5 - 5.0 tons/acre, and 
Merlot 4.0 tons/acre.) 

¢ Long-term operations risk: “Does this 
business make sense?” Teaff asks. “Over 
five years, are they going to be able to 
generate income?” The dynamics of such 
evaluation are changing. Teaff used to find 
that a winery needed to produce 15,000 to 
20,000 cases/year of wine to have clout 
with the distributors and be successful. 
“Today, you probably could have a very 
profitable winery with 3,000 cases/year 
production,” he adds. 

“The area for opportunity has changed. 
It is too risky and too expensive to start out 
with a business plan to produce 25,000+ 
cases unless the investor is extremely 
wealthy, patient, and has some type of 
definite advantage in the sales and distri- 
bution of wine (e.g. Grand Metropolitan, 
Seagrams, Nestle, Codorniu, etc.). 

“Today, the entrant into the competitive 
world of wine should target his/her wines 
toearna gross margin of 70% plus. This can 
be achieved most easily if the wine is pro- 
duced in limited quantities and has a high 
component of retail sales. This means 
closely managed and promoted tasting 
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room sales and mailing list sales. It means 
that the wines must clearly be outstanding. 
This also means that the small producer 
must watch costs.” 

The basic principles of lending are the 
same with wineries as with any other busi- 
ness, according to Teaff. The specialized 
knowledge comes in understanding how 
inventory moves through the winery, what 
the pricing policies are, and how much 
facility is necessary. Lenders also must 
understand winery cash flow, distributor- 
ships, and grape purchasing. 

“It’s important that bankers really un- 
derstand who their borrowers are,” Teaff 
says. “It’s uninformed bankers making 
decisions whocreate problems for the wine 
industry.” These uninformed folks make 
bad loans that have to be written off, mak- 
ing the whole wine industry look risky. 
“Then,as Dennis says, the banks draw a big 
circle around the wine industry,” Teaff 
notes. “I think they may be doing that 
again. 

‘In general, the big banks focus on the 
‘big’ or ‘name’ wineries, and ignore the 
smaller wineries. Personally, I think big 
banks are doing the industry a disservice 


by not actively going out and searching for 
opportunities with small wineries.” 


Securing a new loan 

When the Groths came to Napa National 
Bank, they had established their market, 
had a consistent supply of grapes, and had 
set pricing policies. They had defined their 
mission, winemaking style, and focus. “The 
Groths are smart vintners,” Teaff notes. 
“They're savvy. They made it work by 
following the basics.” 

(Distribution of Groth wine is 40% in 
California and 50% placement in restau- 
rants. Winery production is 50% Cabernet 
Sauvignon, suggested retail of $20/bottle; 
25% Chardonnay, at $14/bottle; and 25% 
Sauvignon Blanc, at $8.50/bottle.) 

“The most important thing to the bank 
was our history of selling wine,” Groth 
remembers. “They wanted to know that 
the cash flow from wine sales would be 
enough for us to operate the business and 
service the debt, with extra available for 
emergencies.” 

The Groths also had equity in their vine- 
yards, but that was not a major factor. 
“Collateral does not make a good loan; 
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cash flow does,” Teaff notes. “Collateral is 
primarily a way out of a loan that has gone 
bad. We do look for good vineyards as an 
integral part of the overall business plan 
because we want the borrower to have 
quality grapes under his control so that he 
isassured of acontinuous supply of grapes. 
However, equity in the vineyard is of sec- 
ondary importance. 

“Financing wineriesis very different from 
financing vineyards. Most bankers (and 
borrowers) do not understand the differ- 
ence,” he adds. 

(Groth vineyards consist of 110 acres pur- 
chased in 1981 and another 43 acres in 1982. 
The first purchase included 70 acres of 
Cabernet Sauvignon planted in 1972-74, and 
40 acres of Chardonnay planted in 1974 and 
1984. The 43-acre purchase included 30 acres 
of Sauvignon Blanc planted 1973-75, 10 acres 
of Merlot planted 1973-74, and three acres of 
Chardonnay planted 1973-1985.) 

The Napa Nationalloan package totalled 
more than $4 million. It consisted of the 
initial winery facility construction financ- 
ing and permanent take-out financing (or 
mortgage), machinery and equipment 
loans, and an annual working capital loan 


of up to $1.5 million. “We didn’t need $1.5 
million, but I set the working capital level to 
meet the peak need,” Groth says. 

Napa National replaced the Groth’s first 
bank in late 1988, and winery construction 
began in 1989, but not before the original 
bank regained interestin Groth Winery. “It 
took Napa National to convince them we 
were bankable,” Groth notes. 

Because it was a bigger bank, it could 
offer a slightly better deal. But the Groths 
said no. “Idon’tneed 14 point (on the loan), 
I need a bank that believes in us,” Groth 
says. “I feel like we’re important to Napa 
National, and I’d rather deal with someone 
who understands our business, someone 
local.” Besides, it was hard to forgive the 
loss of the 1985 Cabernet sales potential. 

“The previous bank had fits and starts 
that slowed down the Groths’ success,” 
Teaff says. “If you’re going to finance 
somebody, you do it. You put a plan to- 
gether and you stick to that plan.” 

Groth Winery is Napa National's biggest 
loan customer. The loan package is bigger 
than the bank can handle alone, so the bank 
sold part of the loan to an ‘offshore’ partici- 
pant. Napa National remains the lead bank 


and manages the credit. 

Teaff anticipates that the way the bank- 
ing industry is going, moresuch participant 
deals will take place among smaller banks. 
Mega-banks created by big-bank mergers 
will shut out medium-sized banks, while 
smaller banks successfully will make small 
loans to local businesses that big banks 
can’t be bothered with. 


Outlook for other wineries 

Napa National won't be the perfect part- 
ner for every Napa winery or vineyard 
owner, of course. The market has changed 
again since the Groths made their deal with 
Napa National, for example. As banks 
compete with stocks, mutual funds, and 
the many other investment possibilities for 
depositor dollars, they simply have less 
money to lend. 

“The business of banking is more com- 
petitive,” Teaff says, “and banks are more 
likely to divorce themselves from risk they 
do not understand (such as winery financ- 
ing). Asmall vintner cannot afford to place 
the success of his business with a bank that 
changes policy and people and does not 
clearly understand winery financing. Unfor- 
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tunately, there are very few banks that clearly 
understand small winery financing. 
“Vintners and growers aren’t able to ob- 
tainasmuchcashas they couldin the past,” 
Teaff says. Napa National only loans to 
wine industry businesses it can rely on to 
be successful. “We're basically very con- 
servative. We can’t afford to take losses.” 
The maximum Napa National lends 
without another bank participant is 
$750,000. Generally, it makes redevelop- 
ment loans to established, Napa County 
growers who have a fair amount of vine- 
yard equity and want to improve the 
vineyards. Or it makes loans to small, 
established, ultra-premium wineries un- 
der 20,000 cases/year production. Of the 


wineries Napa National finances, Teaff 
estimates that the average retail bottle 
price is about $18. 

New wineries will havea hard time find- 
ing financing unless the owners have very 
deep pockets, Teaff notes. He has specific 
advice for vintners and grapegrowers con- 
sidering borrowing: “The amount you can 
borrow is probably less than you think; be 
prepared to scale your project down; start 
cultivating your banking relationship early; 
makesure the bank understands your busi- 
ness; borrow as little as possible; and know 
your cash flow (cash from operationsshould 
be roughly 125% of debt services).” 

Teaff acknowledges that Napa County is 
rich with opportunities for vintners, grow- 
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Exclusively represented by: fp Packaging, Inc. P.O. Box 881, So. San Francisco, CA 94083 Tel. 415.742.5400 


ers, and banks. “There are vineyards and 
wineries available for sale. But for small 
producers to succeed, they have to beat the 
top. Like Groth, they have to produce 
‘celestial premium’ wines.” 

Today, Dennis and Judy Groth share 
an office in their new winery building 
overlooking their vineyards. Their mar- 
keting, distribution, production, and 
financing all are in place, at the level they 
want them to be. They will bottle 40,000 
cases of estate wine from the 1991 har- 
vest, which has been their goal. “Now, 
we can concentrate all our attention on 
what we need to do to succeed in the wine 
business,” Groth concludes, “making and 
selling great wine.” a 


Greatest Drain Area: 


¢ Better Free-Run Drain 
* More Efficient Press Cycle 
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FOR THE WINERY: 


Equipment for grapes and juice 


Carlsen & Associates 

Carlsen & Associates is a design and 
manufacturing company specializing in 
process equipment for the wine industry 
with a primary product line of pumps 
and pump systems. 

Without a doubt the most versatile of 
these new products is a portable positive 
displacement pump. Utilizing a Waukesha 
pump head coupled to a gear motor and 
controlled by a variablespeed AC frequency 
controller, we have developed a system 
that will pump must (through 55 tons/ 
hour), pump red pomace, do rackings, 
transfers, pump-overs, filtrations, and 
pump the wine to the filler for bottling. This 
is truly the one pump that will do every- 
thing in a winery. The days are gone when 
a winery has to purchase specific pumps 
for each process. 

Another important development in 
pumping for the industry is the use of the 
double diaphragm air pump. With theindus- 
try move into more and more 


barrel fermentation and ageing, the need for 
simple, gentle pumps to both fill and empty 
barrels had become extremely important. 


The double diaphragm air pump, com- 
plete with a surge suppressor, is the ideal 
pump for this work. In addition, the 
pumps are capable of pumping to pres- 
sures in excess of 100 psi, hence are also 
well-suited for filtering. Also, they are 
being used for lees filtering, with the in- 
stallation of a doubling kit that will 
produce twice the amount of product 
pressure to air inlet pressure. 

Weare constantly reviewing our exist- 
ing products for improvements and 


developing new lines to help improve 
winemaking techniques. 

For more information, contact: Carlsen & 
Associates, 5228 Aero Drive, Santa Rosa, 
CA 95403, tel: 707/576-0632, fax: 707/ 
576-7698. 

Please see our ad on page 18. 


Cork & Seal Cebal 
Cork & Seal Cebal is the exclusive sup- 
plier of the Magnum press in North 
America. This press is manufactured in 
Champagne, France by Station 
Oenotechnique. The Magnum press is a 
membrane press with many features. 
Features include: a large two door de- 
sign which allows for easy filling; a 15 
cubic meter tank with an increased diam- 


eter, giving it greater capacity anda thicker 
cake; frame and vat made of stainless 
steel; a vast drainage system which filters 
the maximum amount of juice from the 
thick cake; a ten-program memory capac- 
ity, enabling automatic juice cuts; an easy 
maintenance program due to a new 
drainage system and the fact that it can be 
cleaned with automatic water pressure. 
Last, an additional available option: a 
metering pump that allows for addition 
of sulfur dioxide to the juice. 

For more information, contact: Cork & Seal 
Cebal, 5425 Napa-Vallejo Hwy, Vallejo, 
CA 94589 tel: 707/257-6481, fax: 707/ 
257-8028. 


Criveller Company 

In the last two years, the Criveller Com- 
pany has introduced a new concept, the 
rotary disc vacuum filter (manufactured 
by Spadoni) for ‘fresh juice filtration.’ 
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The new concept substitutes the tradi- 
tional rotary drum vacuum filter with a 
more innovative unit with bilateral vertical 
screens. The traditional ‘drum’ which sup- 
ported the screen throughout the entire 
circumferential surface has been changed 
to a more compact ‘disc’ with screens posi- 
tioned on each side of the disc. This simple 
but innovative solution has reduced the 
overall dimensions of the unit (due to the 
fact that the filtration takes place in both 
sides of the ‘disc’) even though the filtering 
surface area is the same. 

Extraction of the liquid is totally sepa- 
rated from the vacuum system, minimizing 
foam formation and product oxidation. 
With minimal contact between liquid and 
air inside the ‘disc’, a very high quality 
filtration is obtained. The extraction sys- 
temis trademarked. The vacuum formation 
occurs through the entire ‘disc’ allowing a 
better and faster formation of the precoat. 

The unit is compact in size, very easy to 
operate, and well-designed. The unit is 
available in various sizes, starting at 1.5 
sq. meters, to satisfy the needs of the 
small, medium, and large producer. 

The versatility and simplicity of the 
unit made its utilization in the following 
applications possible: filtration of freshly 
pressed grape juice; filtration of heavy 
tank bottoms resulting from juice clarifi- 
cation; fermented or unfermented lees; 
apple juices and apple juice sediments; 
enzyme-treated fruit juice and others; 
vinegar lees. 

Advantages over conventional rotary 
drum vacuum filters include: reduced 
overall unit dimensions; minimum surface 
of contact between product and air; mini- 
mum foam formation; faster formation of 
precoat; minimum liquid residual at filtra- 
tion end; reduced maintenance cost; 
washing time minimized; affordable cost. 


For more information and references, con- 
tact: Criveller Company, tel: 416/357-2930 
or 358-5202 or fax: 416/374-2930. 

Please see our ad on page 35. 
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Electro-Steam Generator Corp. 
Electro-Steam Generator Corp. manufac- 
tures all-electric steam generators for 
cleaning and sanitizing. Steam will easily 
melt tartrates from tanks and barrels, 
avoiding the need for hand scrapping. 
The steam will also sanitize, eliminating 
the need for chemicals. Bottling equip- 
ment can be sterilized with live steam. 
One portable unit can be used for all these 
applications and to clean a destemmer- 
crusher, crates, and floors. Use the steam 
generator for general cleaning and any- 
where bacteria is a problem. 

Operation is cost-efficient with 98% ef- 
ficiency and low water usage of gallons/ 
hour, not gallons/minute — producing 
very little water runoff. The generator 
can be portable or stationary ina range of 
0.5-BHP to 18-BHP. Electric power means 
no open flame, no fuel storage, no fumes, 
no flue, and no long steam lines. It is safe 
for indoor use, even in air conditioned 
areas. No boiler chemicals are required. 


A culinary-grade steam is produced. 

Each unit is hand-built and can be custom- 
built to your specifications. All generators 
carry thehighestapprovals; ASME,ETL,CSA, 
and National Board of PVI. 

For more information, contact: Electro- 
Steam Generator Corp., 1000 Bernard St., 
Alexandria, VA 22314 tel: 703/549-0664, 
800/634-8177, fax: 703/836-2581. 


Euro-Machines, Inc. 
Euro-Machines, Inc. is a subsidiary of the 
Scharfenberger Company in Germany, 
manufacturer of the Europress. The 
Europress, model EHP is constructed with 
stainless steel and is the only pneumatic 
press with a two-speed motor. 

Standard construction includes fully 
automatic control, axialinfeed valve, built- 


in drive motor, compressor, and vacuum 
pump. Two large sliding doors are also 
standard and allow easy filling, empty- 
ing, and cleaning of the press. 

The large Europress, model EP has the 
press basket, side covers, front covers, 
and juice tray in stainless steel, with the 
frame in triple-laminated plastic. In 1991, 
three 25,000-liter Europresses were in- 
stalled in California. 
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The Europress can handle grape variet- 
ies which can be difficult to press with 
variable programming capabilities 
through the fully automatic control, a 
solid-state micro-processor with eight 
inflation settings from 0.2 to 1.7-bar, and 
settings for multiple repeats. A special 
membrane support assists in pomace 
break-up. 

With a four, five, or six-inch pneumatic 
axial inlet valve, pneumtic juice tray fun- 
nel, and large pneumatic double doors, 
the operation of the Europress is made as 
easy as turning a switch. 

Virtually maintenance-free, the 
Europress, model EHP is available in the 
following sizes: 1,800-L (liter), 2,600-L,3,000- 
L,4,000-L, or5,000-L. The Europress, model 
EP is available with 8,000-L, 
12,000-L, 14,000-L, or 25,000-L capacity. 
Champagne program control is available 
for all sizes. 

For further information, contact: East 
Coast: Euro-Machines, Inc., PO Box 843, 
Culpeper, VA 22701, tel: 703/825-5700, 
fax: 703/825-5789; or West Coast: Process 
Engineers, Inc., 3329 Baumberg Ave., 
Hayward, CA 94545, tel: 415/782-5122, 
800/972-0904, fax: 415/785-8187. 

Please see our ad on page 38. 


Expo Instruments, Inc. 

The Model 5303, from Expo Instruments, 
Inc., designed for single tanks or small 
tank farms, is a simplified version of our 
multitank, centralized liquid level 
monitor. The 5303 uses totally new, state- 
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of-the-art circuitry, and is the answer to 
virtually any application requiring the 
measuring of liquid levels, from a single 
tank to any number of tanks. 

The Model 5303 offers these features: 
low cost, individual tank system, accu- 
rate, easy to install, solid state control (no 
relays), reliable, simple and weather re- 
sistant. 

Since this is an individual tank system, 
wiring and installation are greatly simpli- 
fied, reducing the cost per tank. 

The system consists of a probe, probe 
head, control unit, and cable to connect 
the probe head to the control unit. 

The control unit includes a digital read- 
out, solid state switch for either control or 
alarm, weather proof function switches, 
and calibration controls. 

The principle of operation is capaci- 
tance, thusa continuous readout, with an 
accuracy of better than 0.1 inch, is pos- 
sible with a variety of liquids. 


er | 
| 679 
O, 


Kevwnane 


on 
CONTROL YOWER 


Tostrecae nis, Dee 
NNYVWALE, CALIPOR NTA ny 


Many options are available such as ex- 
panded tank height, temperature 
measurement, and a variety of control 
configurations. 

For more information contact: Expo In- 
struments, Inc.. 1026 W. Maude #301, 
Sunnyvale, CA 94086, tel: 408/245-8822 


fp Packaging, Inc. 
fp Packaging, Inc. is the U.S. representa- 
tive for Diemme S.p.A. of Italy. Diemme 
offers a complete line of presses ranging 
from 1,800-L to 26,000-L (3 to 60+ tons). 
Diemme presses have many standard 
features which are either unavilable or op- 
tional at extra charge on competitive units. 
These include non-restrictive axial infeed 
with pressure-adjustable safety switch, 
swing-away access door to air side of mem- 
brane, tapered steel roller bearing tank 
supports, and oversize door(s). 
State-of-the-art press systems today are 
defined by their control systems. Several 
years ago, Diemme made a committment 
to solid state PLC systems (Programable 
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Logic Controls). Today, Diemme's PLC 
controls offer many features including 
multiple program selection (13 basic se- 
lectable programs),and multiple program 
types. The range of selectable programs 
includes standard still wine profiles, 
Diemme’s exclusive red wine, and ‘real 
time’ program, and sparkling wine pro- 
grams approved by the C.I.V.C. for 
champagne production. 

All Diemme program types provide 
the winemaker with unequaled input 
flexibility so that programs may be 
matched to the exact circumstances. 
Diemme’s newest control system is the 
‘intelligent program.’ This system uti- 
lizes the PLC’s analog input capabilities 
to continuously monitor changing flow 
conditions and subsequently adjust press 
pressure levels and rotation to maximize 
pressing efficiency and product quality. 

Customized control systems can be eas- 
ily designed to work within a winemaker’s 
special requirements. Systems for fraction- 
ating yield based on weight, flow, and 
pressure stage as well as for archieving 
yield data are currently in use. 

By interfacing Diemme’s standard PLC 
control system with an IBM compatible 
personal computer, the ultimate control 
system is created. From a centralized 
location up to 32 press stations can be 
programed and monitored. Each press 
can be instructed to run up to 15 different 
press cycles. This system continuously 
accumulates and records press data which 
can later be retrieved and manipulated to 
obtain specialized varietal or press pro- 
gram yield information. 


In addition to custom-designed control 
systems, available options include remote 
stainless steel control panels, thermostati- 
cally adjustable panel heaters, oversize juice 
bins, multiple and special door configura- 
tions, and a PLC-controlled CIP system 
which automatically cleans the tank inte- 
rior and behind the juice channels. 
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For information on how Diemme’s past 
experience and continuing research with PLC 
control systems can benefit your wine quality 
and yield, please contact: fp Packaging, Inc., 
385 Oyster Point #3, South San Francisco, 
CA 94080, tel: 415/742-5400, fax: 415 /871- 
5950 or Budde & Westermann, PO Box 177, 
Montclair, NJ 07042, tel: 201/744-5363, fax: 
201/744-9183. 

Please see our ad, page 22. 


IRAPP 


IRAPP (Industrial Refrigeration & Pro- 
cess Piping, Inc. has recently introduced 
the model FC-450A thermostat for pre- 
cise temperature control of fermentation 
and holding tanks. This thermostat is 
competitively priced and has many supe- 
rior features which are suitable to the 
wine industry. 

The standard unit has a six-foot ambi- 
ent temperature compensated capillary 
and bulb with a 200'F exposure limit, al- 
lowing 180°F tank water to be used without 
harming the instrument. The capillary 
tube is rotatable, field changeable, and 
contains unique strain relief protection 
guarding against breakage. Optional are 
longer capillary lengths to 20 feet. 

The standard unit has three adjustable 
mounting tabs for surface mounting. Op- 
tional are single and double unit stainless 
steel mounting hoods. 

Other features include: rugged cast 
aluminum, water-tight construction; big- 
ger, easy to read 0'F to 200 F range scale; 
bigger adjustment knob for fine-line set 
point adjustment; SPDT - narrow differ- 
ential: 1°F; snapswitches with 15-amp 
current ratings (125-250 VAC); ambient 
temperature compensated; easy electri- 
cal access without removing face; UL and 
CSA-listed. - 

For more information, contact: IRAPP, PO 
Box 129, Healdsburg, CA 95448 tel: 707/ 
433-9471. 


KLR Machines, Inc. 

New equipment available from KLR Ma- 
chines includes the Bucher RPZ grape press 
and the CMMC Delta destemmer/ 
crusher. 

The new Bucher RPZ grape press is an 
enhancement of the previous Bucher RPX 
model. The RPZ includes all features of 
the RPX, plus three new features: real 
computer control, revised PLC control 
panel, optional automatic cleaning. 


In addition to manual and program- 
mable, automatic pressing control, the 
RPZ can generate its own pressing pro- 
gram. The operator is not required to 
enter any pressing program. Sensors 
within the RPZ press determine both 
amount of grapes in the press, and pom- 
ace dryness. A patented, proprietary 
Bucher PLC-controlled program continu- 
ously monitors press performance and 
automatically determines the best press- 
ing program to maximize yield and/or 
throughput. Pressure level, pressure 
holding time, and number of rotations (if 
required) are all continuously adjusted 
during pressing. 

The result is the same as if an experi- 
enced operator were continuously 
changing the pressing program for condi- 
tions of each batch of grapes. ‘Strategies’ 


to maximize yield and/or throughput can 
also be selected by adjusting one dial on 
the RPZ control panel. 


Winemakers can enter their own press- 
ing programs by switching to either 
programmable automatic or manual 
pressing. Multiple dials in the RPX press, 
which controlled different pressure hold- 
ing times and number of rotations, were 
replaced in the RPZ by a single multi- 
function switch with LED read-outs. 

In addition to existing, patented Bucher 
options such as the air-accelerator and 3- 
D juice elements, the new RPZ has a new 
patented option: automatic cleaning. 
Pulses of water and compressed air can 
be automatically injected into the RPZ 
press through the juice drainage elements, 
‘backflushing’ and cleaning those ele- 
ments. 

Finally, perimeter safety screens in the 
RPX were replaced by a continuous safety 
shield, with access doors and view ports, 
in the Bucher RPZ. 

The new CMMC Delta destemmer/ 
crusher is an enhancement of the previ- 
ous CMMC ECR destemmer/crusher. The 
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Delta model improves upon the ECR and 
has four new features: interchangeable 
cage; flexible, adjustable paddles; pro- 
gressive spiral bars; and optional CIP 
system.The destemming cage of both the 
Delta, and the ECR, is a smooth, perfo- 
rated drum with internally-rounded, 
circular holes, which rotates in the same 
direction as the paddle shaft. This mini- 
mizes shearing grapes and breaking stems. 
Because the Delta cage can be completely 
and easily removed (e.g., to bypass the 
destemmer), cages with different hole di- 
ameters (22, 25, or 32 mm.) are 
interchangeable to match any grape size. 
A door can be opened to allow partial 
destemming. 

Destemming paddles of the new Delta 
are flexible, adjustable and removable, to 
minimize grape damage. The offset 
paddle shaft and correctly oriented, pro- 
gressive spiral destemming bars, prevent 
leaf pluggage and ensure rapid, complete 
removal of whole grapes with minimal 
shearing. 

A simple, inexpensive CIP option, and 
other features, make the new CMMC Delta 
destemmer easy to clean. There is com- 
plete access to the discharge end of the 
cage. An external spiral around the cage 
continuously removes leaves; eliminat- 
ing need for a waste sump. The optional 
crusher rollers swing out to the side of the 
destemmer for complete, easy access. The 
drive motor is mounted on the discharge 
end of the cage for complete, easy access. 

The optional, flexible, lobed crusher 
rollers prevent bridging and minimize 
shearing. Crusher roller clearance can be 
easily adjusted between 4 and 25 mm. 

Thenew CMMC Delta destemmer hasa 
more simplified and reliable drive sys- 
tem, and specially designed intake 
paddles and correctly angled hopper 
which eliminates need for infeed convey- 
ors. 

For more information, contact: KLR Ma- 
chines, Inc.,350 Morris St.#E, Sebastopol, 
CA 95472, tel: 707/823-2883, fax: 707/ 
823-6954 OR 47 W.Steuben St., Bath, NY 
14810, tel: 607/776-4193, fax: 607/776- 
9044. 

Please see our ad on page 15. 


Key Industrial 

Key Industrial, located in Napa, CA, is 
the distributor for Tri-Clover sanitary fit- 
tings and specialties for the wine and 
beverage industries. New for the wine 
industry are two products manufactured 


by Shae Industries of Healdsburg, CA, 
whom Key Industrial represents. 
Available is the ‘clean-in-place’ (CIP) 
capable ball valve specifically designed 
for tank use in the wine industry. With a 
simple clean-out procedure, the valve 
cavity can be flushed and sanitized while 
ona full tank of wine to help control yeast, 
mold, and bacteria growth. This compact 
designed valve is supplied with 2-inch 
standard clamp connections and offers 
ease of disassembly, a locking handle for 
safety, and is Guth-mixer compatible. 
The ‘Streamline’ sight glass assembly 
with it’s compact and lightweight design 
is available in sizes: 11-inch, 2-inch, 2'- 
inch, and 3-inch in standard clamp-type 
connection. This unit is ideal for use on 
tanks, pipelines, and barrel racking sys- 
tems. The sightglass is supplied with a 


standard high temperature (250'F) shat- 
ter resistant poly-carbonate crystal or an 
optional pyrex glass insert. The design of 
the sightglass allows for quick and easy 
disasssembly for cleaning and sanitizing. 
For further information, contact: Key In- 
dustrial at 997 Enterprise Way, Napa, CA 
94558, tel: 707/252-1205, fax: 707/252- 
9054. 
Please see our ad on page 39. 


Moon Valley Circuits 

Both large and small wineries can benefit 
from central monitoring and control of 
wine tanks, cold rooms, and refrigeration 
equipment. Product quality and consis- 
tency are improved by precise control 
and constant supervision. Personnel effi- 
ciency isincreased by automatic collection 
of information. Energy expenses are re- 
duced via load shifting and waste 
reduction. 

The MV 1000 combines the economy 
and convenience of a desktop computer 
witha network of rugged remote control- 
lers (RPUs) to provide an easy to use, 
precise, and very reliable control system. 
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Computer screens display tempera- 
tures, cooling demands, and other 
parameters throughout the winery, as well 
as history graphs. Settings are adjusted 


Computer 


bells, etc. 


Data Cable 


| Wine tanks 
( 8 per unit ) 


MOON VALLEY CIRCUITS 


using a ‘mouse’ pointer, eliminating most 
keyboarding. 

Tank temperature is controlled to within 
0.1°C (0.2°F) using proportional control 
(PID). Flexible alarms warn of problems. 
The MV 1000 can even warn of coolant 
loss at an individual tank before that tank 
drifts off temperature. Control of the re- 
frigeration equipment provides energy 
savings, as well as early warning of im- 
pending problems and_ easier 
troubleshooting. 

The modular design of the system 
maximizes reliability and minimizes in- 
stallation cost, while permitting easy 
expansion. The MV 1000 is designed to 
handle power outages, or failure of the 
computer, without compromising con- 
trol. The computer may routinely be used 
for other duties. The modular design of 
the system maximizes reliability and 
minimizes installation cost, while per- 
mitting easy expansion. 

For more information, contact: Moon Valley 
Circuits, 12350 Maple Glen Rd, Glen Ellen, 
CA 95442, tel: 707/996-4157. 


Napa Fermentation Supplies 

Napa Fermentation Supplies now has 
available the Karcher HDS 500C hot wa- 
ter high-pressure washer. This compact, 
lightweight unit features thermal over- 
load protection on both the pump and 
motor (protecting both from over heat- 
ing). 

This unit is manufactured by Karcher, 
the world’s largest producer of high pres- 
sure cleaning equipment. 

The HDS 500C comes standard with 
infinitely variable chemical metering and 
temperature control while a +90% fuel 
efficient burner system provides maxi- 
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mum fuel savings. The unit comes witha 
33'-long high pressure hose and high & 
low-pressure nozzle 25°, 40°. 

Technical specifications are: operating 
pressure - 1000psi, temperature - 86° to 
195°F, water volume - 2.0 gpm, electrical 
data - 110 volt/single phase/2.6hp, fuel 
consumption - 0.8 gal/hr., weight - 165 
lbs., dimensions lxwxh - 38"x23"x28". 


For more information, contact: Napa Fer- 
mentation Supplies, 724 California Blvd., 
Napa, CA 94559, tel: 255-6372. 

Please see our ad on page 20. 


Prospero Equipment Corp. 
Associated Winery Systems, Inc. 
Cingano destemmer-crushers offer sev- 
eralimportant new design features critical 
to premium wine production. Multi-mode 
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operation gives the winemaker complete 
stylistic control over the crushing opera- 
tion. 

The Cingano has a destemmer bypass 
directly to the crushing rollers, to destem or 
not destem, then feeding into a variable- 
speed basket in sequential rotation with the 
destemming bars rotating in the same di- 
rection as the basket. The grapes then fall 
below the destemmer into the durable 
foodgrade rubber crushing rollers. 

There is an automatic jam/overload 
shutoff system, in the event debris jams 
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the crushing rollers, the drive motors are 
instantly shut off to prevent damage. The 
entire crushing rollerassembly ismounted 
on a track beneath the destemmer outlet. 

The entire machine is built of stainless 
steel and there is complete access to clean 
the destemming basket by completely 
opening the top hinged panels. Cingano 
destemmer-crushers are available in sizes 
10 to 80 tons/hour models. 

Defranceschi membrane presses are 
leaders in the membrane press field of 
design with innovative technological fea- 
tures not found in other presses in the 
industry. Completely built of stainless 
steel and featuring sizes of 23hl, 33hl, 
55hl, 100hI, 150h1, 200h]. Call us to com- 
pare the differences and see the quality. 

Pumps for crushing facilities are our 
specialty. We offer a variable speed 3- 
inch Omac positive displacement lobe 
pump to 115 gal/min. and have similar 
models up to 6-inch ports. We also sup- 
port a full line of piston, mono, eliptical 
lobe, and flexible impeller pumps for must 
and pomace removal. 

For more information and references, con- 
tact: Associated Winery Systems, Inc. 
(West Coast representative) 7714 Bell 
Road, Windsor, CA 95492 tel: 800/228- 
0664 or Prospero Equipment Corp. (East 
Coast representative) tel: 800/332-2219. 
Please see our ad on page 2. 


RLS Equipment Co. 

RLS Equipment Co. offers the following 
lines of high-quality equipment for every 
stage of wine production. 

AMOS destemmer/crushers are con- 
structed entirely of stainless steel, and 
equipped with square hole baskets of 
stainless steel or hostalen. Features in- 
clude: crushing rollers that can be adjusted 
up to 80mm apart, low maintenance, and 
extremely gentle action resulting in high 
whole berry counts. 

Models have capacities from 10-ton/hr 
to 80-ton/hr; single or vari-speed. Vari- 
speed units have two motors; one for the 
infeed, and one for the main drive. The two 
motors allow for a greater flexibility in 
determining the type of destemming ac- 
tion required for different grapes and 
conditions. 

AMOS and KIESEL progressive cavity 
pumps, ranging in size from 5-tph to 100- 
tph, are available in many designs, 
including open throat and hopper-style. 
All models are ideal for the transfer of 
juice and must. Whole cluster and whole 


berry pumping can be accomplished with 
little to no maceration. Fermented must 
can be pumped without sluicing. 

KIESEL also manufactures centrifugal 
and impeller pumps, mixers, and heat 
exchangers. Centrifugal and impeller 
pumps are ideal for the transfer of juice, 
and available in many sizes. Mixers are 
available with various noses, and com- 
petitively-priced. Heat exchangers 
(tube-and-shell design) are stainless steel 
and offer excellent efficiency due to their 
unique design. 

G&H sanitary centrifugal, positive dis- 
placement (lobe style) and G&L centrifugal 
pumps can be equipped with a variety of 
controls, AC-frequency drives, and can be 
mounted on stainless steel carts. 

Pressing means WILLMES, and both the 
tank press and universal press provide high 


yieldsand low solidsin the juice. Both models 
come in a variety of sizes and options. 

For more information, contact: RLS 
Equipment Co.,609/965-0074 or the West 
Coast office at 800/527-0197. 

Please see our ad on page 30. 


Santa Rosa Stainless Steel 

The current concern about possible ad- 
verse health effects from traces of lead in 
wine have prompted calls from several 
winery customers regarding the amount 
of lead in the stainless steel used to build 
tanks for the wine industry. 

SRSS has taken this up with their princi- 
pal steel suppliers, and are happy to report 
that the amount of lead present in the steel 
is so minimal that it represents no hazard. 

There is no cost-effective way to re- 
move all the lead from stainless steel, but 
the trace amount remaining in the steel 
used is so small that OSHA doesn’t even 
recognize it. It is not mentioned in the 
Federal Government’s Material 
SafetyData Sheets (MSDS) covering 
stainless steel. Modern production 
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methods are successful in reducing the 
lead content in the stainless steel to levels 
in the .000X percent range. 

SRSS has recently received National 
Board Certification for construction of 
ASME pressure vessels. With this certifi- 
cate, SRSS can manufacture tanks for 
pressure fillers, pressurized beer tanks, 
and Charmat tanks. 


ocean ta 
= 


SRSS continues to manufacture quality 
tanks for the wine industry as the most 
competitive prices. 

If interested in copies of the MSDS on 
stainless steel, please contact Rod Ferronato, 
at Santa Rosa Stainless Steel, tel: 707/ 
544-SRSS. 

Please see our ad on page 36. 


Scott Laboratories 

Scott Laboratories is the exclusive North 
American supplier of Haiges Elektronik 
tank control systems. Haiges offers a full 
line of temperature control systems de- 
signed for fermentation tank control as 
well as environmental control. 

The GTX system by Haiges is a proven 
system for the control of fermentation. The 
heart of the system is the GTX regulator 
card. The card is equipped with a 16- 
bitprocessor. The software programming 
is in a high level language. Each module 
forms anindependentsystem withit’sown 
power supply, voltage control, and pro- 
gram operation. Each controller has 
dedicated programs for the optimum con- 
trol of fermentation and energy useage. 

The programs offer a self-optimizing 
PID regualtor in relation to the size of the 
tank and temperature of cooling liquid. 
Pre-alarm and main alarms with optic 
and acoustic warning devices assure reli- 
able fermentation results. Temperature is 
controlled to within 0.1°C. 

Various probes are availableand readily 
adaptable to the GTX including: PTC, 
NTC, or PT 100 temperature probes, den- 


sity, pH and conductivity probes and fill- 
ing and flow sensors. A communication 
interface in the panel allows for control 
override by means of a PC. All data from 


The basic system, 


the various probes is stored and can be 
displayed graphically on a screen or 
printer. The actual temperature curves 
can be modified on the PC with a stan- 
dard mouse. 

The powersupply to the solenoid valves 
is 24V AC. This allows for safe inexpen- 
sive wiring between the panel and tanks. 
Installation, spare parts, and technical 
service is provided by Scott Laboratories 
trained staff. 

For more information, contact: Scott 
Laboratories, Inc., P.O. Box 459, Petaluma, 
CA 94955-4559, tel: 707/765-6666. 

Please see our ad on page 13. 


Valley Pipe & Supply, Inc. 
Valley Pipe & Supply, Inc. has a wide 
variety of industrial supplies, manufac- 
tured winery items,and winery machinery. 
Industrial supplies include Asco sole- 
noid valves, Ashcroft gauges and 
thermometers, boiler controls, steamtraps, 
Henry ammonia valves, and a full line of 
butterfly, ball, gate, and globe valves manu- 
factured by Demco, Watts, and Stockham. 


Winery supplies include the full line of G/ 
H fittings, valves, and pumps. Domestic 304 
S.S. tubing from sizes 1-inch to 6-inch is in 
stock. Valley Pipe & supply manufactures 
P.C.T. fittings, wine thiefs, must valves, 
stemmer crushers, sampler crushers, and a 
full range of multi-purpose pumps. 


Valley Pipe & Supply recently became 
the exclusive U.S. distributor for Marzola 
products. New in the Marzola press line 
is the Servopress. This is anew concept in 
bladder presses, in that the bladder is 
inflated by water rather than air. It is 
manufactured in Spain and has been in 
service there for eight years. 


For more information, contact: Valley Pipe 
& Supply, Inc., 1801 Santa Clara, Fresno, 
CA 93709, tel: 209/233-0321. 


Sunlight into Wine 


A handbook for 
winegrape canopy management 


Richard Smart 
Cassegrain Vineyards, Australia 
and 
Mike Robinson 
MAF Technology, New Zealand 


Includes 27 contributors from Australia, 
New Zealand, and the United States covering 
the following topics: 

© Quality assurance in vineyards 

e¢ Canopy management— How to do it 

e Winegrape canopies and their importance 

e Improving canopy microclimate 

e Economics of canopy management 

¢ Constructing trellis systems 


Only $35.00 plus sales tax (in California) and 
$3.00 shipping.Send order and check to: PWV, 
15 Grande Paseo, San Rafael, CA 94903-1534 


Third International 
Cool Climate Symposium 


June 8-12, 1992 


Subject areas include: 
Agroclimatology and climate impact on 
cool climate grape growing; Physiology 
of grapevines under cool climate condi- 
tions; Environmental impacts of grape 
growing (fertilization, plant protection); 
Wine quality in cool climate produc- 
tion; Improvements of plant material 
(interspecific hybrids); Economic as- 
pects. Congress language will be 
English. Coach tours to wineries and 
state farms, including social activities 
will be available. A circular giving de- 
tails of prices, etc., together with 
registration forms will be sent as soon as 
possible to applicants. Location: 
Forschungsanstalt Geisenheim and 
University of Mainz, Germany. 
Inquiries to: Prof. Dr. K. Schaller, 
Congress Office, Forschungsanstalt 
Geisenheim, P.O.B. 1154, D-6222 
Geisenheim, Germany. 
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Strengthen your national sales efforts 


By Stuart W. Bryan 
Bryan Wine Partners 


Have you ever wondered why your 
neighbor’s winery always seems to have 
such visible placements with prestigious 
accounts around the country? Have you 
ever been perplexed by the eager crowd 
at the table next to you at the trade tast- 
ing? Does it concern you that this same 
brand boasts about ‘quality’ distribution 
in a marketplace that you were about to 
give up on? Strong distributor relation- 
ships are key to avoiding these kinds of 
situations. 

The ability to communicate well with 
your distributor and clarify your inten- 
tions through your marketing plan before 
you visit their market can be a catalyst to 
increasing your national sales. The fol- 
lowing are some strategies to enhance 
your national sales effort: 

1. Devise a Marketing Plan — First, 


create an accurate game plan for national 
sales. Your winery should have a five- 
year marketing plan and a one-year 
strategy for reaching your goals. From 
this plan, communicate in clear, realistic 
terms what you expect from your dis- 
tributor. Quarterly goals are ideal. 

2. Get to know your distributor — 
Before you visit the distributor you have 
chosen to represent your brand, do every- 
thing possible to familiarize yourself with 
them. This will help you determine nec- 
essary information: 

*How many sales representatives do 
they have? 

*How many brands do they carry? 

* How long have they been in business? 

¢What is their annual sales revenue 
and what percentage will your sales 

contribute? 

* Do they have more than one wine 
division? If so, why is your product in one 
division instead of another? 

* Is a different person in charge of 


monthly supplier reports for depletions, 
purchasing, etc.? 

The better acquainted you are with the 
working procedures of a distributor, the 
more effective both your sales visit and 
your marketing plan will be. 

3. Prepare an effective sales visit — 
Before visiting a market, put in writing 
again what your plan is and the specific 
purpose(s) of your visit. This can elimi- 
nate much confusion. 

For example, if you are releasing your 
new Chardonnay, ask the distributor to 
ship samples and have them available. 
Provide their reps with new write-ups, 
and list the new release with their pur- 
chasing department and local beverage 
journal. 

Stress that you want to show your new 
Chardonnay during your visit. Be sure to 
prepare early — two months’ lead time is 
recommended to assure complete coordi- 
nation. 

It is surprising how many winery prin- 
cipals visit a distributor’s office not 
knowing: 

* Current sales versus allocation figures. 


BULLDOG'S 
PUP 


Gas Racker 
Moves Wine Gently 


Stainless steel craftmanship and unique 
design make the Pup a cellar must. 
Dual o-rings & locking ferrule in 

the bung unit allow smooth vertical 
adjustment for lees control without gas 
leakage. The wand can be locked in place 
when topping. Monitoring wine through 
the Pyrex sight glass is enhanced with 
the optional Pup light. The expanding 
silicone bung seals tight under pressure 
without damaging the barrels. 


Delicate varitals love the Pup 
and you will too! 


OS TAS Tenens nase» Boswell Company 
San Rafael, CA (415) 457-3955 
EULODGs, ve. te.» Pronektar France 


Jonzac, France (Tel.) 46 48 10 28 


BULLDOG MANUFACTURING 
San Luis Obispo, CA U.S.A. 


Tonnellerie 


FRENCH COOPERAGE OF AMERIC 


COOPERAGE IN THE FINEST FRENCH TRADITION. 


¢ Importing Tonnellerie Ludonnaise, S.A. and Tonnellerie Remond, barrels, tanks, etc. 
¢ Also importing glass, emphasizing large bottles. 
¢ Silicone bungs. 


JEAN-JACQUES NADALIE @ DUANE WALL 
1401 TUBBS LANE / P.O. BOX 798 
CALISTOGA, CALIFORNIA 94515 (707) 942-9301 
FAX (707) 942-5037 
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* Date of the most recent shipment. 

¢ Last month’s post-off price. 

* This year’s total goal for the distributor. 

¢ Whether they achieved their goal of 

last year? 

This is why it is important to prepare as 
many details as possible in advance of 
your trip. Be careful not to assume that 
the distributor will take care of the de- 
tails. 

4. Identify a purpose for your visit— As 
simple as this sounds, it is important to 
havea product to sell. Itis vital to time your 
visit with a significant event, i.e. when you 
are just releasing new wines or making a 
seasonal shift from red varietals to whites. 

Too many brand owners visit a market 
without any goods to deliver. Perhaps 
you have a reserve wine that merits spe- 
cial attention, a vertical of magnums, or 
your winery just received some limelight 
press coverage. You might havea special 
program or promotion to kick off. Bring 
something to the game that will inspire 
your distributor to pick up the ball and 
run with it. 

5. Plan your time in the field — Many 


successful out-of-state visits are anchored by 
akey event designed to highlight the owner's 
wines. Winemaker dinners remain an ever- 
popular way to show your wines to an elite, 
wine-enthusiast group. (Besure to guarantee 
attendance in advance). 

Many societies and wine education 
groups offer still more outlets for present- 
ing the particular characteristics of your 
winery. Don’t overlook special arrange- 
ments like conducting ‘mini-seminars’ 
with restaurant wait-staffs, or sales pre- 
sentations to your distributor’s sales reps, 
as these can bring residual benefits. 

Be creative with your time. You can’t 
call on that new, chic restaurant at 8a.m., 
but you can calla breakfast meeting with 
the owner of an important account. Use 
luncheons to show your wines — pairing 
wines with planned food courses — to an 
invited group of accounts, media mem- 
bers, or organizers of local wine societies. 

Take along an un-released wine or bar- 
rel sample to spark interest in a unique 
aspect of your wine. You can cover more 
territory by working a split-day with two 
sales representatives that cover different 


types of accounts. 

Know your account base — Identify 
whom you want to visit before you go 
into the market, and communicate with 
them in advance. Tell your distributor 
whom you plan to see. 

Develop a core group of key accounts 
in each market. These are all accounts 
who have supported you in the past, with 
whom you havestrong relationships, and 
on whom you can count to perpetuate 
your business. Nurture these relation- 
ships and never overlook them on your 
visits. These accounts will support your 
sales over the long run. 

Visiting the diverse wine markets that 
have evolved in the U.S. can be stimulat- 
ing and produce genuine results. It also is 
very expensive. Planning well in ad- 
vance of your trip can substantially 
increase the returns on your efforts and 
the long-term positioning of your brand. 

Following these tips will put you in 
control. At the next trade tasting, don’t be 
surprised if you find yourself confidently 
answering your confused neighbor’s 
question, “How do you do it?” a 


OU MAKE WINE; 
WE MAKE LABELS. 


BLAKE PRINTERY 


PLEASE CALL FOR BROCHURE 800/759-8862 


in one pass 


Increase 


Available 


Napa, CA 


¥ Complete Filtration 


¥ No Color Stripping 
¥ No Temperature 


¥ Ease of Operation 
¥ Complete Automation 


STRASSBURGER 


MicroCross® 
Filtration System 


Egg Harbor, NJ 


800-527-0197 609-965-0074 
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Oregon salutes marketing efforts 


Oregon’s wine industry owes much of its 


growthtosuccessful marketing. Since 1980, 


the Oregon Wine Advisory Board (OWAB) 
has saluted exceptional sales and promo- 
tion efforts with its Awards of Distinction. 
In 1991, nine restaurants, one retail store, 
and two retail chains, were recognized for 
outstanding sales and promotion of 
Oregon wine. 

Strohecker’s, one of the oldest retail wine 
stores in Portland, received the Grand 
Award of Distinction for outstanding 
leadership in the promotion of Oregon 
wines. Strohecker’s features Oregon wines 
with in-store displays, prime shelf place- 
ment, and in-store tastings. Strohecker’s 
also has monthly post-offs to introduce 
consumers to Oregon wines and help 
stimulate sales of ‘off-vintage’ wines. 

The two award-winning retail chains, 
Fred Meyer Wine Steward Stores and 
Safeway Stores, Inc.,alsoreceived theaward 
in 1990. 

In the Portland area, each of the six Fred 


Meyer Wine Steward Stores has one full- 
time trained person to order inventory, 
with full say in what is selected. The chain 
has Oregon winemaker in-store tastings 
monthly, continual displays, and is very 
price-competitive. The stewards meet 
monthly to sample wines for store promo- 
tions and features in their monthly 
newsletter. 

In support of October Oregon Wine 
Month, the Fred Meyerstores printed 60,000 
grocery bags for distribution in their stores. 
The bag announced, “October is Oregon 
Wine Month” and suggested touring 
Oregon’s wine country and contacting the 
OWAB for a “Discover Oregon Wines” 
brochure. 

Nearly 70% of the wines produced by 
the larger Oregon wineries are sold in off- 
premises or retail stores and as much as 
70% of those sales may occur in heavy- 
traffic ‘chain’ stores. Increasing 
sophistication in the larger stores has 
proven a boon for the consumer. 


Safeway Stores, Inc. has always been an 
aggressive supporter of Oregon wines. The 
Safeway super-savers have provided many 
Oregon winemakers with the opportunity 
to market their wines to a large base of 
statewide customers at competitive prices. 


To help celebrate Oregon Wine Month, 
Safeway Stores launched a unique joint 
promotion with the Original Oatmeal Bak- 
ing Company of Oregon and the OWAB. 
The statewide promotion, in 102 stores, 
featured an in-store wooden display rack 
containing the baker’s newest product: 
Vintage Sourdough Bread. 


OWAB endorsed the bread as the favor- 
ite break of the Oregon wineindustry. Every 
package carried a map of Oregon wineries 
and touring information. Safeway took 
advantage of pairing food and wine sales 
for a strong merchandising program with 
two high-quality Oregon food products. 

Nine restaurants were recognized for 
successful promotional efforts. For the sec- 
ond successive year, Atwaters Restaurant 
in Portland received the Award of Distinc- 
tion fora wine listand by-the-glass program 


Rapid, 
Economical, 
And Precise 
Automated 
Wine Analysis 


\en$ || 


LABORATORIES 


ETS Laboratories 
1204 Church Street 


Tel 707-963-4806 Telex 6502699293MCI Fax 707-963-1054 


ETS Laboratories provide 
a complete spectrum of 
analytical services to the 
wine, distilled spirits, and 
brewing industries. We 
are committed to assist 
our clients with a level of 
expertise, reliability, 
technical capability, and 
objectivity unmatched 
among independent 
laboratories serving 

the alcoholic 

St. Helena, CA 94574 beverage industries. 


ARENCH OAK 


a 
UPRlGnT 


(@® - 
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AN 


TONNELLERIE RADOUX 


Agent: Boswell Company 


1000 Fourth Street, Suite 540 ¢ San Rafael, CA 94901 
415/457-3955 © Fax 415/457-0304 
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that is 50% Oregon selections. An annual 
Pinot Noir Dinner celebrates each new 
vintage’s debut. Frequent winemaker din- 
ners feature Oregon wineries. Atwaters 
has recognized the great value of promot- 
ing and selling wines from ‘off-vintages.’ 

The Heathman Hotel of Portland received 
anaward for their wine list containing over 
200 Oregon wines, with an especially deep 
selection of reserve and library wines. Their 
by-the-glass program features Oregon 
wines, and special promotions include a 
recent international dinner featuring Pinot 
Gris wines from producers in Oregon and 
Alsace, France. 

The Jacksonville Inn in southern Oregon 
received an award recognizing their em- 
phasis on staff training. Oregon 
winemakers have provided staff training 
and tastings to give waiters a little wine 
knowledge which can be a valuable sales 
tool. There is an extensive inventory of 
Oregon’s great vintages, and Oregon wines 
are available by the glass. 

Jake’s Famous Crawfish in Portland was 
recognized for providing a natural affinity 
of Northwest foods and Oregon wines (65% 
of wine sales). The wine list has at least 60 


Oregon wines and additional depth with 
reserve wines and by-the-glass promo- 
tions, including an all-Oregon list placed 
on each table. 

Pazzo’s Restaurant, in Portland’s Vin- 
tage Plaza Hotel, earned an award witha 
wine list featuring 177 Oregon selections 
and a rich, innovative cuisine to match. 
The restaurant works closely with Or- 
egon winemakers to train its staff, provide 
for their list, and meet their customers in 
winemaker dinners. Each hotel guest- 
room is named foran Oregon winery, and 
guests receive a complimentary bottle of 
Oregon wine. 

Salishan Lodge, on the Oregon coast, 
received an award for a wine list that is 
nearly 75% Oregon selections. It pours its 
own house label of Oregon wines, has 
winemaker dinners, and promotes Oregon 
wines extensively by the glass. 

The Sun River Lodge, near Bend, was 
awarded for its program which includes 
winemaker dinners, and staff tastings and 
training. Nearly half of the wine list is 
available by the glass. 

The Timberline Lodge on Mt. Hood was 
recognized for hosting a series of nine 


Oregon winemaker dinners for four years. 
The Lodge has on-going staff training in 
conjunction with the Western Culinary 
Institute. There are 75 Oregon wines on the 
list, including 32 Oregon Pinot Noirs. The 
Oregon wine-by-the glass program raised 
the average lunch check by over $2.00in the 
summer of 1991, while there was noincrease 
in food prices. 

The Valley River Inn in the southern 
Willamette River Valley received an award 
for offering over 20 Oregon wines by the 
glass and for a successful staff tasting and 
training agenda. Winedinners have paired 
specific wines with courses ona fixed-price 
menu. 

Recipients of the Oregon Awards of Dis- 
tinction are chosen by a committee of 
winery, wholesaler, and OWAB represen- 
tatives, from nominations made by wineries 
and wholesalers. The awards program has 
become an important tool for promoting 
growth of the state’s wine industry. Nearly 
90 wineries and 6,000 acres of vineyards 
produced almost a million gallons of wine 
in 1990, and approximately 80% of sales 
were within state borders, mostly in wine 
shops and restaurants. a 


Looking Good. 


Your favorite wine. You recognize the label. It is as clean and un- 


scathed as when it traveled from the labeler to the carton. The bottle 
of wine in a carton can travel up to 3,000 miles. That’s rough 
riding for a delicate label. Gordon Graphics has 


ULTRA-COTE* label finishing (available in 


gloss, semi-gloss or matte finish) that will resist 


the scuffing a label receives before it reaches 


your customers. At Gordon Graphics we are 


prepared to deliver your labels—looking 
good. Call us about your labeling needs. 
(415) 883-0455. 


iG 


GORDON GRAPHICS 


15 Digital Drive ¢ Ignacio, CA 94947 


} 


Gordon Lindstrom 


BLUE CRASS 
— CODPERACE — 


Barrel after barrel... 


...you will find consistent quality 
and craftsmanship. Blue Grass 
Cooperage has been hand- 
building fine American Oak 
barrels for 5O years. Our quality 
and service will assure you 
complete satisfaction. 


Please call for more information. 
Blue Grass Cooperage 
Louisville, Kentucky 
502-774-7114 
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One from the Heart 


Your champagne is like a fine romance. 


Born of the fertile soil, it has known the pleasure of the harvest, the 
tradition of the land. 


It falls to you to capture the magic for lovers to enjoy. One straight 
from the heart. 


Only you can bottle the essence of romance. 
And only one cork can capture the lover’s secret - SPARK. 


Only the natural stopper grown from the soil that is the heritage of your 
grape can preserve the original character of your champagne. The 
sculptor’s discs which kiss the wine but leave no memory. 


SPARK withstands the ravages of time. A silent, simple token of the 
treasure it guards. 


SPARK is history. SPARK is the future. It embodies the AMORIM 
& IRMAOS, S.A. quest for the best. Only SPARK can enjoy the 
exclusive guarantee of AMORIM & IRMAOS, S.A.. 


AN 


Nori Irmaos, S.2. 


PORTUGAL 


SOLE U.S. DISTRIBUTORS 


ASSOCIATES 


902-M Enterprise Way Napa, California 94558 
Telephone: 707 224 6000 Facsimile: 707 224 7616 
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The quixotic $1,000 cellar 


By Jake Lorenzo 


I was sitting on my stool at Chuy’s Burrito 
Palace. The coffee was hot. The tequila was 
Tres Generaciones, and we had just come 
from the 4th of July parade in Sonoma. 

“That, Amigo, is America. I love the 
parade inSonoma,” said Chuy. “Todos los 
ninos, their loco padres, los soldados, the 
flags, all the people drinking cerveza and 
Bloody Marys in the morning. It makes 
you proud to be a gringo.” 

“You're not a gringo, Chuy,” I pointed 
out. “What's all this talk about pride?” 

“Mira, Jake, tengo orgullo por que soy 
Chicano. You don’t have to be a stinking 
gringo to know about pride.” Chuy’s hand 
tightened on the neck of the tequila bottle. 

“You're right about that, Chuy, but you 
are a little volatile on these holiday morn- 
ings, aren't you?” He laughed, caught in 
his fake tantrum, and poured us each an- 
other shot. 

“It’s a beautiful parade,” I continued, 
“but what is it about Americans — that 
everything has to get bigger, if we're to 
think it’s getting better? There were over 
1,000 people marching in this parade. Pretty 
soon, it won't be a small-town parade. It’Il 
be some major production, create its own 
deficit, and they’ll have to create some local 
tax to fund the damn thing.” 

“Es la verdad, amigo. In America, you 
gringos always want mas; more bigger, 
more expensive.” Chuy sighed. “It is very 
sad. Gringos don’t understand satisfacion. 
They’reneversatisfied with whatthey have. 
They don’t understand the secret is taking 
joy out of what you already have.” 

“Aha, another one of Chuy’s secrets. 
Satisfacion. You mean to tell me that if 
some rich Japanese company came over 
here and offered you millions of dollars for 
franchise rights, there wouldn’t be a prolif- 
eration of Chuy’s Burrito Palaces across 
America? Given the opportunity, wouldn’t 
you be the Chicano McDonalds?” 

“Jake, McDonalds is corporate, fast food. 
Taco Bellisalready the Chicano McDonalds. 
Chuy’s Burrito Palace is something else. If 
I franchised my business, then there would 
be another corporate, fast-food chain, but 
there would be no Chuy’s Burrito Palace, 
and that would be a shame. Comprende, 
amigo?” 

I did understand. In that exact instant, as I 


walked tothecoolertobring ustwo Bohemias, 

as I put my money on the counter, as Chuy 

rang up the sale, I understood everything. 
Ww xe xs 

Months ago, I had the misfortune to pick 
up an issue of the Wine Spectator. It was 
touting their picks for the $10,000 wine 
cellar. I thought to myself, “Who the hell 
are these guys writing for?” I started to 
lookat those cellars,and saw where Marvin 
Shanken said, “I only buy wines (for my 
cellar) that believe willappreciatein value.” 
This is why a private eye rarely carries a 
loaded gun on his person. 

While I was tearing through my closet, 
trying to find the bullets and get the gun 
loaded, another idea popped into my head. 
I didn’t need to shoot anybody. I called 
Don Neel, PWV Editor, and told him I 
wanted to do a feature on $1,000 wine 
cellars, (less than $3/day). I would get 
cellar rats from several different wineries 
to list their $1,000 cellars. While I was at it, 
I thought I might take a few pokes at the 
Wine Spectator and their ilk. To my sur- 
prise, Don said okay. 

I called several wineries, explained what 
Iwas going todoand why, and then waited. 
Weeks passed. Only two wineries actually 
sent me lists for their $1,000 cellars. 

When gotintouch withthe other wineries, 
they hemmed and hawed, but eventually 
mentioned that maybe it wouldn’t be in 
their best interests to poke fun at so il- 
lustriousa publication as the Wine Spectator. 

It doesn’t happen easily, but I was 
shocked. Ispenta great part of the next two 
months mulling over all the implications, 
but I couldn’t pullit together. Not until the 
4th of July in Chuy’s Burrito Palace. 

Ww Ww Ww 

On July 5th, I found a windmill. Ona 
bright, blue, windswept afternoon, I 
climbed that windmill and affixed a light- 
ning rod. Then went to the bank, drew out 
a hefty sum of money, and went to vote. 

I live in America. America is a democ- 
racy. That means I can make choices. It is 
my responsibility to learn about important 
topics, so I can make informed choices. 

America’s economic system is capitalis- 
tic. It holds that individuals can own land, 
factories, and other means of production to 
produce goods and services to compete 
with one another ina free market for profit. 

I am nota politician or an economist, but 
I am a consumer and a citizen. I have 
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devised a system that combines politics 
and economics, democracy and capitalism. 
Itis deceptively simple. I call it voting with 
your dollars. 

The system works like this: Every time 
you spend money, whether it’s for food, 
clothing, consumer goods, or services, you 
are deciding which businesses will survive 
and which shall fail. You are, in fact, making 
choices, and these choices, over time, will 
drastically alter your future way of life. 

Spending money in America (and more 
and more throughout the world) is a politi- 
cal act. It provides a unique and dramatic 
impact, especially at a local level. Sadly, 
most consumers are unaware of this very 
real political power. They spend their 
dollars mindlessly and remain ignorant as 
to how they are changing life around them. 

Let’s use buying a bottle of wine as an 
example. You are a consumer. You enjoy 
drinking wine. You go to the store where 
hundreds upon hundreds of bottles from 
hundredsupon hundreds of producers await. 
You make your choices, then you go to the 
cash register and vote with your dollars. 

When you buy wine, you vote to drink. 

You vote against prohibition. You vote 
to retain the right to use your own judge- 
ment with regard to alcohol instead of 
suffering the imposition of someone else’s 
idea of what is correct. 

The varieties of wine that you purchase 
will eventually determine which grapes 
are planted and which are ripped out. The 
wineries yousupportstay in business, grow, 
and prosper. The wineries you don’t sup- 
port, struggle and go broke. 

Asa wine consumer, you havea very real 
impact on what the wine business of the 
future will look like. Think wines are too 
expensive? Stop buying them and start 
buying cheaper ones. 

Bored with living in a Chardonnay/ 
Cabernet world? Stop buying them. Go to 
Pinot, Merlot, Gewurz. Hell, try a Riesling 
again. 

Tired of the glistening show-palaces of 
stainless-steel excess that have become our 
wineries? Stop visiting. Seek out the few 
remaining rustic, charming workplaces that 
are left. 

Hate standing in the supermarket trying 
to figure out which of the thousands of 
wines to buy? Get thee to a wine shop and 
talk to a real person who loves wine and 
knows the difference between wine and 
frozen peas. 

Since every time you go shopping, you are 
voting, it’s critical that you be informed. First 
and foremost, you want to get good value for 
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your hard-earned dollars. Second, and al- 
most as important, you want to be sure you 
are voting for things you believe in. 

Where are you going to get that all-im- 
portant information? 

You aren’t going to get it from Robert 
Parker or Marvin Shanken. Lists of wines, 
scores, and ratings tell us very little about 
the true quality of a wine, and they tell us 
absolutely nothing about the philosophy 
or practices of the winemaker. 

Personally, lam uncomfortable getting my 
wine information from publications that take 
advertising from wineries. The line between 
hospitality and payoff isa fine one. The hard 
economic times ahead blur that line and in- 
evitably lead to crossing over it. 

The mere fact that there is an under- 
ground murmur throughout the industry 
that wonders if ratings can be and are 
bought, should be enough to cause winer- 
ies to stop purchasing those ads. 

I choose to get wine information from 
people who love wine and are awed by the 
magic of it. I want my information from 
people who buy and drink wine for the joy 
itbrings to our lives. I want to hear from the 
people who work in the fields, and who 
struggle in cold, damp cellars. I want to 
hear from people who make their liveli- 
hoods in the wine business. 

I don’t need to know which wines some 
expert thinks will appreciate in value. I don’t 
need to know which ‘big shots’ attended 
whichauction or which lot of winesold forthe 
most ridiculous amount of money. 

Tell me who is ecologically conscious in 
the vineyard. Tell me who respects their 
workers and pays thema fair wage. Who's 
fun and who’s pretentious? Who makes 
their living from wine and who uses it to 
adorn their lifestyle? 

Tell me what I need to know so J can use 
my dollars to support those things that are 
important to me. Put the real information 
out there and let the public decide who 
succeeds and who fails. 
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So, you have some money in your pocket 
and you're itchin’ to vote. Here’s some 
advice. 

Kenwood Vineyards is a family-run 
business. The Lee brothers and brother-in- 
law John Sheela have managed things since 
the early 1970s. They were one of the first 
in California to go with an artist label. They 
have a very experienced and wild cellar 
crew, many of whom are settling down as 
they have families. 

The legendary Chuy Ordaz runs the 
vineyard crew. Kenwood initiated bi-lin- 
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ER TRELL 
OPEN LYRE SYSTEM 


The Ver-trell vertical trellis system 
is the only product designed ex- 
clusively for vertical trellis - now it’s 
available for an open lyre set-up. 
With the Ver-trell system you can 
J@\\ retrofit your vineyard to an open 
Ja\ \ lyre system for less than $2000.00 
\\ per acre -that’s a savings of up 
to 50% over other systems! The 
same quality features that 
ks make the basic Ver-trell 
post the strongest and most 
versatile make this the best 
open lyre system. 
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The Ver-Trell System is available from: 


John Caldwell Viticultural Service 

2180 Jefferson St. #214, Napa, CA 94559 
(707) 255-1294 Fax: (707) 226-9026 
Lincoin Farm Equipment 

4454 Vintage Dr., St. Helena, CA 94574 
(707) 963-7997 

(800) 822-7997 


Quiedan ny 

P.O. Box 4873, Carmel, CA 93924 
(408) 625-2117 

FAX (408) 625-6172 


Sierra AgPro 
8974 Ave. 304, Visalia, CA 93294 
(209) 654-4497 


OMESS SPADONI D.E. FILTERS 


Advanced technology at an affordable cost!! 


Automatic Stainless steel dosing 
Centrifugal pump and motor 
dry cake . 
discharge 


Horizontal Screens 


Unit 
completely 
made In 
Large bottom stainless 
opening steel 


CRIVELLER COMPANY 


In U.S.A.: PO. Box 162, Lewiston, NY. FAX: (416) 374-2930 
In Canada: 6935 Oakwood Drive, Niagara Falls Ph. (416) 357-2930/358-5202 
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gual classes to help workers deal with gov- 
ernment immigration laws. They are one 
of the first to have a profit-sharing plan. 
They like Jack London. And they are one of 
only two wineries to select a $1,000 cellar. 


——The Kenwood Vineyards—— 
$1,000 Cellar 

Note: Buy by the case; the discount may be 20%. 

Open red wine froma particular case once/year until 

it reaches perfection, or some reasonable facsimile 


thereof, then finish the case. White wines: Open a 
bottle every few months, unless it’s expected to be a 
long-ager. 


1 bottle Comemerativo Tequila $20 
(Por la fiesta.) 

1 bottle Hennessy $24 
(For educational purposes: to taste French oak.) 

1 bottle Old Grand Dad $13 


(To taste American oak.) 
1case 1986 Caymus“Napa Valley” $20bottle 
Cabernet Sauvignon 


Dimpled cooling jackets on 
fermenting tanks from Santa 
Rosa Stainless Steel carry a 
high-pressure flow of glycol, 
freon or ammonia to ensure 
continuous, precise tempera- 
tures of the wine. Low-pressure 


G 


P.O. Box 518 


Fermenting Tanks 


Santa Rosa Stainless Steel 


Santa Rosa, California 95402 
(707)544-SRSS_ FAX 707-544-6316 


channel jackets carrying glycol 
and water also are available. 
Santa Rosa Stainless Steel 
is the industry leader in tanks 
for fermenting, dejuicing and 
storage. The wine industry has 
invested in nearly nine thou- 
sand of our stainless steel 
tanks during the last 20 years. 
Call today for information or 
free estimates. 


1case 1985 Laurel Glen $20/bottle 
Cabernet Sauvignon 

VY case 1988 Kenwood $14/bottle 
“Beltane Ranch” Chardonnay 

VW case 1988 Kistler $16/bottle 
“Durrell Ranch” Chardonnay 

1case Gundlach Bundschu $15/bottle 
Merlot (Pick a year.) 

1 case 1990 Kenwood $9/bottle 


Sauvignon Blanc (It will be a good one!) 


1% case 1987 Kenwood Zinfandel $11/bottle 
Y% case 1987 Haywood Zinfandel $12/bottle 
1/4 case Gundlach Bundschu $10/bottle 


Zinfandel (Pick a year.) 


Gundlach-Bundschu Winery had its 
133rd consecutive harvest in 1991. They 
make 16 different wines each year. They 
havea wild, crazy sense of humorasseenin 
their famous poster series, “Time for Wine” 
hats, fortune corks, radio commercials, and 
general demeanor. 

Marcelo Hernandez has run the vine- 
yards for more than 20 years. Gundlach- 
Bundschu has a 120-ft.-long mural honor- 
ing Hispanic workers in the wine industry. 
They regularly take front-line positions 
supporting wine and agriculture inSonoma 
Valley. They’re great tequila drinkers, and 
masterminds of the Sonoma Valley Wine 
Patrol’s raid on the Napa Wine Train. And 
they are one of only two wineries to select 
a $1,000 cellar. 


Gundlach Bundschu 
Cellar Rations 
Note: Maximum price limit of $25/bottle 
Whites: 
VY case Sauza Tres $25/bottle 
Generaciones Tequila 
4 cases Mickey’s Big Mouth Beer  $13/case 
1 bottle Stolies Vodka $20/bottle 
Reds: 
2 magnums Barefoot Bynum $6/bottle 
Cabernet Sauvignon 
2cases Gundlach Bundschu $53/case 


Sonoma Red 
'acase Haywood Zinfandel 1986 $14/bottle 
5 bottles Hanzell Pinot Noir1986  $20/bottle 


1case Gundlach Bundschu $11/bottle 
1988 Cab Franc 

6 bottles Gundlach Bundschu $24/bottle 
Vintage Reserve (1981-1986) 

Y bottle Chateau Latour 1984 N/A 


(In keeping with our $25/bottle price limit, we 
can’ tafford a full bottle, and we can't find it in splits.) 


1case Guinness Stout $28/case 

1 bottle Bushmill’s Black Bush $20bottle 
Sparklers: 

1case Gloria Ferrar NV Brut $126/case 


Finally, I’m nota cellar crew worker, but Idrinkwine 
each and every day. I try to make every vote count. 
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—Jake’s $1,000 Cellar -———— 
Whites: 
6 bottles Sauza Tequila $100 
(Hornitos and Tres Generaciones) 
3 bottles Trimbach Gewiirztraminer $27 


(like Jean Trimbach. His is an old family. I gave 
him his first milkshake and his first shot of tequila.) 
6 bottles Gundlach Bundschu Gewiirz- 
traminer $40 

(Gotta go with wild, crazy, and irreverent.) 


Reds: 
6 bottles Hanzell Pinot Noir $100 
(One of my favorite winemakers. Soft-spoken, but 
opinionated. Forges his own style in spite of current 
fads. High alcohol.) 
6bottles Kenwood Jack London Pinot Noir $90 
(Great wine, good guys, and they honor a writer.) 
3bottles Dehlinger Pinot Noir $45 
(Nice guy, honorable, generous with his employ- 
ees. Family man with a family vineyard.) 
1case Gundlach Bundschu Reds $140 
(Zin, Pinot, Merlot, Cab, Cab Franc, etc. Consis- 
tently good, fair-priced.) 
Yacase Benziger Reds $70 
(Wild, fun-loving hard-drinking, family making good 
wine, and they have Charlie Tolbert working for them.) 
3bottles Laurel Glen Cabernet Sauvignon $65 
(Patrick Campbell puts himself on the line politically. 
Great wines and has Ray Kaufman working for him.) 
3bottles Preston Zinfandel $27 


(Llike the wine, so lassume they are good people.) 
YWwease Silverado Reds $70 
(Good quality and fair prices which makes them 
unique in Napa.) 
3 bottles Frog’s Leap Reds $30 

(Humor in Napa sticks out like a wart on the back 
of your hand.) 
3bottles TudalCabernetSauvignon $40 

(Wonderfully nice man. Gentleman-farmer type 
with a real love of the land.) 
3bottles Flora Springs Reds $50 

(Great people who define the word nice. Joyful 
spirits.) 

I try to spread money around to all those 
people I like, but will probably forget to 
mention. I mean you've got to get a bottle 
of Mondavi just because he led the fight 
against the prohibitionists. I have to buy 
from John Parducci and Jim Pedroncelli. A 
bottle of Qupe is a must simply to keep Bob 
in business until he comes to his senses and 
gives up on the LA Dodgers. 

You have to buy some Arrowood just to 
keep Alis in the industry, and they have 
Mike Berthoud working for them. It’s a 
long list, but it enhances my enjoyment of 
each and every bottle when I remind my- 
self that I’m keeping these wonderful people 
in business when I buy their wines. 
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Ww Ww Ww 
It's any Sunday in Sonoma. Jakelyn’s 
mother and I are making our rounds of the 
Plaza. WegointoSonoma French Bakery and 
wait in line with the tourists to get our bread. 
Then we go up to Vellas and wait in line with 
the tourists to get our cheese and butter. We 
go to Sonoma Sausage where we wait in line 
with the tourists to buy paté and sausage. 

We don’t like waiting in line, but we do 
enjoy the small-town ambiance. We like 
talking to the familiar faces behind the 
counters. It’s only after we have gone to all 
theseindependent,small-business peoplethat 
we go to the market and buy the rest of our 
groceries. 

Wespend our time and fight the crowds, 
becausein doing so wesupporta way of life 
we like. If that’s what it takes to vote for it, 
then you can count on Jake Lorenzo to stuff 
the ballot boxes. 

ve ve % 

Isiton the grass sipping a glass of red wine. 
Looking at the windmill, my eyes travel to 
the lightning rod affixed to the top. [know 
theweatherissoontostorm. Sipping the wine, 
Ismile and think, “Don’t start on me fellas. If 
we go to war, I’ll cut you to shreds.” ss 


Giiltig Corks 


=» German State-of-the-Art Quality Assurance 


Capsules 


=> Pure Tin 
> Polylaminates & Aluminum 
Heatshrinks 


Champagne 


=> Wirehoods 
Capsules 


> Molded & Extruded Champagne Corks 


Pickering Winery Supply 


1300 22nd Street - San Francisco, CA 94107 


(415) 821-2400 


P.O. BOX 268 


707-942-4291 
707-942-5426 FAX 
1 (800) 365-8231 


BARREL BUILDERS INC. 


ST. HELENA, CA 94574 


FRENCH TRADITION 

IN AN AMERICAN BARREL. 
Air-dried oak of the finest quality. 
Staves are bent over a low oak fire 
and the barrels are toasted slowly to 
achieve a deep penetrating and 
uniform toast. Choice of toast levels. 


EXPERIENCE THE DIFFERENCE. 
STEP UP TO THE BARREL BUILDERS BRAND 
AMERICAN OAK BARREL 
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Populist marketing by St. Supery 


By Eleanor & Ray Heald 


“California wine industry people get goosey when you mention 

marketing,” affirms St. Supery’s General Manager and Execu- 
tive Vice-President Michaela Rodeno. “To be successful in 
today’s market, 10-year projection plans are needed and that 
really scares them.” 

St. Supery (Rutherford, CA), like many California wineries, 
operates ona shoestring when it comes to revenues for marketing 
and getting the word out about its wines. A walk through the St. 
Supery Wine Discovery Center, however, gives evidence that 
money was well-allocated in creating a new concept in winery 
visits with distinct, long-term marketing objectives in mind. 

The St. Supery winery visitor may learn about viticulture by 
walking through a one-acre demonstration vineyard with var- 
ied trellising and pruning methods for different grape varieties. 
Microclimates, soils, and state-of-the-art winemaking are ex- 
plained by a variety of models, graphs, maps, and other modern 
museum-quality exhibits in an indoor gallery occupying 15% of 
winery space. 


Creating a moment 
Following a philosophy of creating a special moment in the 


Napa Valley, the visitor center is outfitted with a unique sensory 
evaluation of wine that includes more than tasting. 

“As much as we dislike believing it, wine remains an intimi- 
dating subject for most people,” Rodeno stresses. “We strive to 
lower the intimidation factors by creating a fun learning envi- 
ronment for visitors.” 

The “fun” revolves around what Rodeno refers to as 
“Smellavision:” mounted, interactive wine displays allowing aroma 
identification associated with specific varietals. Aroma is per- 
ceived by placing one’s nose at the top of a clear plastic cylinder. 
Depressing a sliding control bar releases whiffs of a chemical with 
the same aroma associated with the named varietal. 

Wine intimidation is removed further by the layout of the tasting 
area which resembles a living room with tables, chairs, and glasses. 
The traditional, long tasting bar is nowhere to be found. 

Visitors are offered wine samples while seated. The retail 
sales room is separate from the tasting area. 

Restoration of the Atkinson House, a Queen Anne Victorian 
structure built on the property in 1882, offers visitors a different 
moment to remember. The home is filled with antiques, vintage 
photos, and memorabilia detailing Napa Valley’s historical 
wine development. 

“We've attempted to create an interesting, comfortable, flex- 
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The Best features of silicone ina 

very efficient form 

e Low efficient profile. 

e Tight seal. 

e Moisture and chemical 
resistant. 

e FDA approved. 

e Will not affect flavor of sealed 
product. 

e Will function for years without 
material degradation, cracking or 
warping. 


For your nearest available dealer, contact: 
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CORPORATION 


1617 S. California, Monrovia, CA 91016 


(800) 669-0327 FAX (818) 303-6085 sept Seal sl Ue 3 


HUGHSON, 


DUARTE NURSERY: 


Our Potted 
Benchgrafts are a new 
option for your 
vineyard. Our service 
1S a new option for 


you. 
1-800-GRAFTED 


472 - 
CALIFORNIA 
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EUROPRESS 


e Stainless steel membrane 
press 

e 1800, 2200, 2600, 3000, 
4000, 5000, 8000, 12,000 
liters 

¢ Fully automatic control 

© Central feed in 


Used Bladder Presses 


e Willmes W/P 500 

e Willmes \X/P 1000 

e Willmes W/P 1500 

e Willmes W/P 2300 

For more information 
call or write 


EURO-MACHINES 


vineyard and winery equipment 
P.O. Box 843 
Cupeper, VA 22701 
Phone (703) 825-5700 
Fax (703) 825-5789 
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ible visit,” Rodeno 
states. “Ours is not a 
one-size-fits-all tour.” 

As part of respon- 
sible wine marketing, 
St. Supery provides 
bottled water and iced 
espresso for desig- 
nated drivers or those 
under legal drinking 
age. 


Strong growth curve 

“Since August 1989, 

J ; we've had more than 

SSA A 40,000 visitors,” 
Rodeno reports. “Our vineyards are pushing us fast to max out 
the facility before the end of the decade. We must be ona strong 
growth curve. 

“In 1989, we shipped 20,000 cases. Vineyard production 
pushed us to 30,000 in 1990 and to 45,000 cases with the 1991 
harvest.” 

St. Supery identifies its target market as people with dispos- 
able income who don’t yet have an interest in wine. However, 
they are favorably disposed to it when asked. 

“Our research shows that there are a significant number of 
people in the U.S. who think wine drinking is just fine, but who 
don’t do it,” Rodeno emphasizes. “They’re uninvolved and more 
apt to buy a Rolex watch or BMW auto than a fine bottle of wine. 

“Up to now, the wine industry has scared people when we’ve 
tried to turn them into enthusiasts. Our visitor center and our 
people-centered marketing approach is focused against this.” 

Rodeno maintains that because advertising is impossible fora 
winery ona limited budget, another vehicle must be developed. 
“If you keep your ears open, life has a way of telling you how to 
doit,” Rodeno stresses. She also has experienced that wine, food, 
and travel editors aren’t open to including wine in their feature 


SUPPLIES & EQUIPMENT FOR THE WINE INDUSTRY 


¢ Tri-Clover Pumps, Valves & Fittings 


¢ Specialty Fittings e PVC & Tygon Hose 


¢ Definox Valves ¢ MGT Rubber Hose 
¢ Strahman Valves ¢ Hose Fittings 


e Anderson Instruments e Brushes 


e Rubbermaid Products e Barrel and Tank Washers 


“Personalized Service” 


997 Enterprise Way Napa, CA 94558 (707) 252-0312 
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stories because of the anti-alcohol lobby. “The big guys are 
pushing brands, not wine drinking,” she adds. 


Subtle Hussle 

St. Supery’s low-budget advertising outreach has an ‘on the 
road again’ theme song. Rodeno is taking St. Supery’s message 
to business and professional women’s groups. “I’m taking the 
subtle approach with a direct wine message,” she contends. 

“The trick is to offer the organized women’s groups a 
smorgasboard of lecture topics and say, Hey, I’m an interesting 
person who is a successful female executive, and I’m interested 
in sharing my experiences.’ Our label has designers and archi- 
tects enthused. As a result, I’m targeting these groups.” 

To pitch a major market, Rodeno chooses about 25 groups 
from research done by the local wholesaler and the winery 
public relations department. The program chairperson of the 
group is contacted. A mailing with the choice of topics and a 
biography of Rodeno is mailed. The public relations department 
follows up in about two weeks attempting to confirm a booking. 

In the same market, visits to key accounts and wine dinners are 
arranged. “On any visit, you can’t ignore the trade,” Rodeno 
instructs. “They can block you from the consumer. Getting the 
trade excited about your wines is still important.” 

Trips with the described agenda take five days/month. 

“We're definitely populistin our approach,” concludes Rodeno. 
“We're friendly, low-key, and humorous. People expect other 
than that from a Napa Valley winery.” a 
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Library exchanges wine books with USSR 


By Millie Howie 


Two excellent volumes on Russian wines 
and grapes with text in Russian and French 
have been added to the Sonoma County 
Wine Library collection. Kurt Hahn, direc- 
tor of finances, city of Healdsburg, CA, and 
his son, Chuck, helped obtain the coffee- 
table size books that are well-illustrated in 
full color. 

One book, Les Meilleurs Cepages de 
L’USSR, (The Best Grapes of the USSR) is a 
fine ampelography, with detailed botani- 
cal illustrations of the major grapes grown 
in the Soviet Union. 

The other book, Vins et Fins de Moldavie, 
(Fine Wines of Moldalvia), is comparable 
in format and size to the Sunset Book of 
California Wines. Moldavia, is the heart of 
the USSR wine-growing region, as Califor- 
nia is in the US. The volume includes a 
photographic tour of Moldavia, with de- 
scriptions of production facilities and other 


COMPLETE 
ENOLOGICAL 
SERVICES 


VINQUIRY 


16003 Healdsburg Avenue, Healdsburg, CA 95448 
Winemakers Service and Research Laboratory 
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Chuck Hahn (left) and Bo Simons (right) 
look over the new Russian books. 


information of value to consumers. 

The books arrived at the Wine Library 
through the perseverance and determina- 
tion of the Hahns, as a result of Chuck’s 
Soviet Union sojournasa “People to People 
Student Ambassador,” while he was a 
Healdsburg High School student. Prior to 
Chuck’s visit, his dad, Kurt, wrote to Bogach 
Toma, finance director of the city of 
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Kishinev, capital of Moldavia. Kurt told 
Toma about Chuck’s forthcoming tour and 
a little about Healdsburg and the sur- 
rounding vineyards. 

Once in the USSR, Chuck called on Toma 
and presented him with a bottle of Sonoma 
County wine. In turn, he was given a 
vineyard tour and visited a winery owned 
by Toma’s brother. 

When Chuck returned home, his father 
drafted a thank-you letter, and Bo Simons, 
librarian of the Wine Library, selected a 
collection of books to be shipped to 
Moldavia. Nearly a year passed without 
any response from Moldavia. That was a 
year in which much of historical/ political 
significance transpired, including the dec- 
laration of independence by the Moldavian 
republic, August 27, 1991. 

The two Russian books arrived in spring, 
1991. Both now have been added to the 
reference collection of the Sonoma County 
Wine Library, a part of the Healdsburg Re- 
gional Library, Piper and Center Streets, 
Healdsburg, Sonoma County, CA. They 
cannot be checked out, but can be used inside 
the library during operating hours. a 


consulting & problem solving 
quality control analysis 


BATF certified analysis for state, 
federal & export compliance 


laboratory planning & design 
lab supplies, equipment, 
reagents 

yeast strains & malolactic 
inoculants 


CALL OR WRITE FOR OUR CATALOG 
707/433-8869 


VERTICAL STAKE 
1-1/2 x 1-1/2 x 1/8 - 3/16 
LANCES BOTH SIDES 
FOR MOVEABLE WIRES. 
and 
A&P AG STAKE 
1-1/4 x 1-1/4 x 1/8 - 3/16 
1-1/2 x 1-1/2 x 1/8 - 3/16 
WITH HOOKS 


@ TWO STYLES TO CHOOSE FROM 
@ CAN BE USED WITH X ARMS 
@ HIGH CARBON STEEL ANGLES 


@ GREATER STRENGTH FOR 
LONGER SPANS e HIGH WINDS 


Trellis Design, Material 
and Installation 


Other trellis materials 
available 


For additional information contact: 


David Parrish David Taylor 
11266 Ave. 264 4102 St. Helena Hwy. 
Visalia, CA 93277 Calistoga, CA 94515 
209/685-8700 707/942-9579 


Contractors License No. 415722 
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WINEMAKING 


Continued from page 11 
Aeration/Spirits adjustments 

Aeration preferences at racking and at the time of spirits 
addition vary widely. Periodic adjustment of alcohol practices 
also differ among producers. 

Ficklin does not aerate the wine nor add additional spirits. 
Masson and St. Amant do not aerate, but do make periodic 
alcohol adjustments to the wine. 

Quady and Santino also follow the practice of no aeration, but 
do make one final spirits adjustment (to 18%) after blending 
prior to bottling. Shenandoah aerates the wine at pressing and 
at first racking, and normally only adds spirits once. 

(The table on page 11, gives age, size, and type of wood used 
during the barrel regime, together with length of time in oak, 
and the age of the wine going to barrel.) 


TASTING 


Ficklin Tinta Port 
Color/Aroma: Medium, bright ruby. Tawny Port-like. Nuts, raisin, 
plums. 
Flavors:Madeira-like. Rich, salty, pumpkin pie, perfumey; hints of 
nutiness, raisins, toffee, dried apples. 


Balance/Finish: Good mouth structure, light tannins. Very authen- 
tic Portugese style. 


1983 Ficklin Vintage Port, Bperial Bottling Number 6 

Color/Aroma:Medium-dark red. Coffe, mocha, forest, piney, leafy, 
slightly vegetal, leather, cocoa. 

Flavors: Dusty fruitness, kiwi, clean and toasty, overall depthful 
flavors, dried fruit, tar, raisins. 

Balance/Finish: Rich mouthfeel. Excellent, balanced complexity 
and finish. * 
Paul Masson Rare Souzao Port 

Color/Aroma: Deep ruby. Blueberry, fresh bread dough, wet charred 
coals, raisins, chocolate, jam, tar, vanilla. 

Flavors: Blueberry, chocolate, ripe plum, complex. 

Balance/Finish: Rich, cheesecake finish. Lingering chocolate and 
oak impression. Good acid/sugar balance. 


* 
1987 Quady Starboard 
Color/Aroma: Dark, brilliant red. Black cherries. Grappa-like. 


PHYLLOXERA RESISTANT ROOTSTOCK 


GRAFTED 


VARIETIES PLANTS 
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Dormant and Green Growing, Bare Rooted or Banded 
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Propagation of superior selections through the 
EliteClone™ program 


VL-LOL 


Catt Now To Orpber Your 1992 & 1993 PLANTS 
AND For FURTHER INFORMATION 


(503) 641-6115 » FAX (503) 643-2781 
8505 SW Creekside Place « Beaverton, OR 97005 


AGRITOPE 


S04 Riparia Gloire 140R 


Couderc 3306, 3309 


10 wopealy 


Multi-varietal complexity. Pleasant, subtle grapiness. 
Flavors: Rich, full, chocolate, slight tar, berries, slight perfume, jammy. 
Balance/Finish: Sweet. Brandy comes through but blends well. 
Balanced, firm tannins. 


* 
1988 St. Amant Spencer Port 

Color/Aroma: Deep red. Melba toast, marshmellows, rice crispy 
treats, elegant barnyard elements, earthy, grape juice, orange peel. 

Flavors: American oak dampness, rich yet light, orange peel, plums, 
chocolate, berries. 

Balance/Finish: Low alcohol, tannic finish, near-term drinking; long, 
interesting finish, generous and complete. 


* 
1987 St. Amant Vintage Port Reserve 

Color/Aroma: Dark, brilliant red. Fresh snow peas, cooked rice, 
oaky, lemon/orange peel, cinnamon, slightly stemmy. 

Flavors: Sweet, rich, hints of butter, jellybean center, cherry/berry, 
ripe plums, chocolate, complex. 

Balance/Finish:Shows complexity, depth, and balance of Portugese 
varieties. High tannin levels, but in balance with fruit. Lingering 
brandy-like finish. 


* 

1987 Santino Vintage Port 

Color/Aroma: Rich, dark red. Blueberries from Touriga. Chocolate 
from Souzao. Apples, jam. 

Flavors: Black cherries, blueberries, leather; generally forward fla- 
vors; mature berry character. 

Balance/Finish: Slightly too tannic for flavors. Candy apple after- 
taste. Rich, smooth. 


* 
1988 Shenandoah Vintage Port 

Color/Aroma: Darkred. English hard candy, Teriyaki sauce, leather, 
herbal/blackpepper. Distinct Touriga and Souzao character. 

Flavors: Meaty, fleshy, green olive, leafy, berries, multitude of 
flavors, ripe fruit, cloves. 

Balance/Finish:Some gritty tannins, slight volatile acidity, excellent 
acid /sugar balance. 


PWV thanks St. Amant Winery for hosting the tasting of California Ports and the 
winemakers who participated in the tasting/discussion: Peter Ficklin, Ficklin 
Vineyards; Kim Spruance and Emilio Miranda, Paul Masson Winery; Michael 
Blaylock, Quady Winery; Tim Spencer and Paul Wofford, St. Amant Winery; Scott 
Harvey, Santino Wines;and Lee Sobon, Shenandoah Vineyards. a 


[AgAZZINI 


S/S PISTON PUMPS 


5 NCM 
10 hp one speed « 260 gp m/ 10 hp two speed « 260/130 gpm 


6 NCM 
15 hp one Speed * 430 gpm / 15 hp two speed e 430/215 gpm 


PERISTALTIC / TUBING PUMPS 


SMALL « single tube * 35gpm / double tube » 70 gpm 
LARGE « single tube *140 gpm / double tube « 280 gpm 


THE COMPLEAT 
WINEMAKER 


955 VINTAGE AVENUE e ST. HELENA CA 94574 
707-963-9681 ¢ FAX 707-963-7739 
VISIT US AT OUR NEW LOCATION © REQUEST OUR CATALOGUE 


DON’T MAKE WINE WITHOUT IT! 


Replacing your wooden 
bungs this year? Fabricated 
from high grade silicone, 
the Boswell bung easily 
outperforms its fir and 
redwood ancestors. 

The Boswell bung puts a 


stop to wicking and requires no 
pretreatment. Easy to place 
and remove, the Boswell bung 
provides extra protection for 
your valuable barrels. The 
Boswell bung. Cost efficient. 
Pure and simple. 


For more information contact The Boswell Company 
1000 Fourth St., Suite 540, San Rafael, CA 94901 
(415) 457-3955 © Fax (415) 457-0304 


SANE 


Services 


¢ Complete year-round, 
on-site enological 
analyses. 

* Temporary laboratory help. 
(2hr. Minimum) 

¢ Flexible hours; evening and 
weekend appointments. 


Mobile Lab and Enology Services 


1370 Trancas Street #158 
Napa, CA 94558 
Tel: (707) 224-7550 


Mary Kauffman 
Owner/Analyst 


y Bryan WINE ParTNERS 


“FINE WINES DESERVE THEIR PLACE” 


Representing high quality, growth-oriented 
California and Oregon wineries for 
NATIONAL SALES. 

Professional wine marketing, consulting and 
private label services. 


CONTACT: Stuart Bryan, Managing Director 


4380 REDWOOD HWY, SUITE C-15, SAN RAFAEL, CA 94903 
TEL: (415) 499-9020 FAX: (415) 499-9036 


KELP SEA LIFE 


Liquid Seaweed Concentrate for healthy vines and quality fruit. 
DRENCH - root zone of new plantings for vigorous root growth. 
SPRAY - pre-bloom, at fruit set and early sizing. 


*Compatible with most insecticides, fungicides, fertilizers 
and micronutrients. 
*For LISA, ORGANICS, and General agriculture applications. 


*Can be used in foliar and drip programs. 


We supply cost effective soluble fertilizers, chelated 
micronutrients, seaweeds, humic materials, 12% N 
soluble fish powder and soil amendments. 


J &G AGROW-TEK 
3341-F Fitgerald Road, Rancho Cordova, CA 95742 
(916) 635-9277 FAX:(916) 635-0514 
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IxE-G Alt © UINES Ere 


Licensed Businesses 
Packaged Goods Distribution 
Trademark Protection 
Trade Regulation and Antitrust 
Regulatory Agency Matters 


Serving Wineries Large and. Small Since 1971 
CORBIN HOUCHINS 


Professional Service Corporation 


720 3rd Ave., Suite #1500 Telephone (206) 343-9597 
Seattle, WA 98104-1825 In Northern CA (707) 224-1536 


Engineering 


Winery Water & Wastewater Planning, 
Design & Construction Management Services 
Engineering specialties include wastewater recycling and system expansions. 


Over 30 years experience in the design of water, wastewater, wastewater solids 
and utilities systems. Domestic and overseas experience with wineries producing 
table wines and sparkling wines with production capacities from 5,000 to 
2,000,000 cases. 

Excellent in-house database on process water use of all sizes of wineries. Obtain 
your utility design services from someone who knows the wine industry. 


Storm Engineering 


15 Main Street — PO Box 681, Winters, CA 95694 
916/795-3506 


THE web, A Powerful Newsletter That Is 
a) we Guaranteed to Increase Profits 
& YMA RKETI NG with Low-Cost Marketing 
*" NEWSLETTER 


¢ A combination of strategies, tactics, news and insights designed to 
give you that important competitive edge. 

So potent and proven in action that this bi-monthly newsletter is 
fully guaranteed. First year subscription — $49. 

¢ Just one idea in one issue can produce enough profits to cover a 
10-year subscription. . ; : 

To subscribe or for a free detailed brochure, call or write: 

The Guerrilla Marketing 

Newsletter — It’s tough to 

succeed in marketing without it! 


GUERRILLA MARKETING INTERNATIONAL 
260 Cascade Drive, P.O. Box 1336 
Mill Valley, California 94942 USA 

Toll-free 1-800-748-6444 


° 


WINE BOTTLES BOUGHT & SOLD 
GLASS STERILIZATION 
NEW CARTONS & DIVIDERS 


ENCORE! 
(415) 234-5670 


860 So. 19th Street, Richmond, CA 94804 
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MARKETPLACE 


Cooperage 


Premium Quality Wine Barrels 

French Oak and American Oak 

Independent Stave is a third-generation cooperage. Total commitment to our cus- 
tomers’ satisfaction has made us the largest barrel producer in the world. 

e We offer: 

e French oak and American oak of the finest quality. 

e Shaping and toasting over an open oak wood fire. 

¢ Selection of grain coarseness and toast levels. 

¢ 200 and 225 liter barrel capacity. 


Check our cooperage rates and find out how much money you can save! 
Let Independent Stave fill your French oak and American oak wine barrel needs. 


Independent Stave Company 


1078 S. Jefferson, PO Box 104, Lebanon, MO 65536 * 417/588-4151 
4391 Broadway Dr., American Canyon, CA 94589 * 707/644-2530 


Wine East 


Keep up-to-date with the grape and wine 
industry in Eastern North America! 


With more than 525 wineries and more than 80 percent of the U.S. 
Senate located between the Rocky Mountains and the Atlantic Coast, 
wine professionals and alert consumers are discovering the importance 
of keeping informed about this rapidly expanding wine region. 
Published bi-monthly, Wine East contains in-depth features on wine- 
making, grape growing and marketing; research updates, news events; 
and a responsible editorial viewpoint on political and social issues 
related to the wine industry. 


Subscription rate: $18.00 for one year ($26.00 in Canada and overseas, 


payable in U.S. funds). Sample copy free upon request. 
L & H Photojournalism 
620 North Pine Street 


Lancaster, PA 17603 Eastern Wine Publications 


MARCON FILTERS 


FILTER SYSTEMS FROM 3 TO 
21 PLATES (SIZE 8” x8") 

All models can use pads 

or reusable membranes. 

D.E. plates available 


Plates may be purchased separately 
with a free paper template for ‘‘do-it- 
yourself’ frame. 


Tangential Flow systems available. 
Pilot systems from $130 U.S. FOB Downsview 


40 Beverly Hills Dr., Downsview, Ont. CANADA MSL 1A1 


WYATT 


| IRRIGATION SUPPLY INC. | SUPPLY INC. 


(416) 248-8484 


Sprinkler peatenel 
Drip Irrigation 
Drainage Systems 
Filter Devices 
Cover Crop Seed 
Pumps 


AGRICULTURAL 
DESIGN ¢ SALES e SERVICE 


707/578-3747 
1-800-282-3747 Fax: 707/578-3958 


747 Yolanda Ave. ¢ Santa Rosa, CA 95404 | 


CLASSIFIED ADS- 


ESTATE BOTTLING—Portable Wine Bottling at Your Winery, 
Owner Operated—Quality Service—Sterile Bottling 2-label Ca- 
pacity—1,500 cs /day—Generator on truck. Contact: PO Box 338, 
Rutherford, CA 94573, 707/963-5705. 


Refractometers — $170; pH pens — $99; lab chemicals, glassware, 
apparatus. Custom Lab Supply, 2127 Research Dr., Livermore, 
CA 94550, phone: 415/449-4371. 


Custom Méthode Champenoise production available: Mirassou 
Champagne Cellars is pleased to offer custom Méthode 
Champenoise production at our newly renovated and expanded 
facility in Los Gatos. We offer competitive rates for any level of 
involvement from simple disgorging of your bottled product — to 
complete service of fruit, sourced by us to finished cased goods. 
Limited quantities of cuvée stock also available. Refs available 
from satsified clients. Reply in confidence to: Sean Lin, Mirassou 
Champagne Cellars, 300 College Ave., Los Gatos, CA 95032 Phone: 
408/354-2165, Fax: 408/395-5830. 


Bottling at Your Winery — Guaranteed Sterile Bottling. Front and 
back label capability. Quality, professional handling of your wines. 
Separate labeling only service available. For additional informa- 
tion, contact Don Hudson, Chateau Bottlers, 707 /963-2323, PO Box 
368, Oakville, CA 94562. 


BULLDOG PUP — quality design of this stainless steel racking 
wand allows you to move wine gently using nitrogen pressure. 
Winemakers love the PUP for racking and/or topping. For infor- 
mation, call the Boswell Company 415/457-3955 or Fax 415/ 
457-0304. 


PHOTOGRAPHY: Your story in pictures by the wine specialist. 
Vineyard to glass. Brochure from Fred Lyon, 237 Clara St., San 
Francisco, CA 94107, Tel: 415/974-5645. 


AVAILABLE: 3-ring PWV binders for $5.00 each plus sales tax (in 
California) plus $4.00 shipping per order. 


Vintech Mobile Bottling: Sterile bottling with inverted rinser, de- 
aeration and gas injection station (only by GAI), pure gravity filler, 
vacuum corker, spinner, front and back full glue labeler. Most 
competitive prices. Call for scheduling now: 800/228-0664. 


BARREL STIRRING RODS available. Stop using P.V.C., wood 
dowels, power drills, etc.! Our stainless steel mixing device is 
hand-operated — fast, effective, and non-oxygenative. $135-$170. 
Call Boswell Company: 415/457-3955. 


PHOTOGRAPHER On-location or studio for advertising, bro- 
chures, or editorial display. Extensive stock photos. Scott Clemens, 
San Dollar Photographic Studio, 740 Stetson St., Moss Beach, CA 
94038, 415/728-5389. 


WANTED: Practical Winery/Vineyard editorial staff wants to 
know what you think about the PWV content, the PWV look, 
especially about whether PWV is delivering what you expect from 
PWV. PWV will extend your subscription six months for letters 
we print. Please write to PWV at: 15 Grande Paseo, San Rafael, CA 
94903-1534. 
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CALENDAR 


JANUARY / FEBRUARY 1992 PWV 


JAN. 15-17, Wednesday/Friday 

WineTECH’92 — Exhibit hall of over 100 sup- 
pliers open Wednesday: 10:30am to 3:30pm and 
5:30pm to 7pm. Location: Oakland Convention 
Center, Oakland, CA. For more information, 
contact: WineTECH’92, Conference Management 
Co.,Tel: 203/852-0500; Fax: 203/838-3710. 


JAN. 24, Friday 

Tank Press Technology and Useage seminar 
sponsored by fp Packaging, Inc. and Diemme 
S.p.A. — Inter-active round-table discussions on 
topics: quality optimization, yield enhancement, 
grape delivery and pomace removal systems, de- 
sign of press programs for specific wine types/ 
styles. Location: Red Lion Inn, Rohnert Park, CA. 
Time: 1pm to 4pm followed by social hour. For 
further information or to reserve seating, please 
contact: fp Packaging, Inc., tel: 415/742-5400. 


JAN. 26-28, Sunday/Tuesday 

7th Annual Midwest Regional Grape and Wine 
Conference — 16 seminars including topics: 
Vignoles symposium (pre-conference); Disease 
management in grapevines; Crown gall in grapes; 
Dealing with problem canopies; Fermentation 
techniques for Foch and Chambourcin. Location: 
Marriott’s Tan-Tar-A Resort, Lake of the Ozarks, 
MO. Formore information, contact: Kathy Davis, 
Grapeand Wine Program Secretary, Missouri Dept. 
of Agriculture, PO Box 630, Jefferson City, MO 
65102; tel: 314/751-6807. 


JAN. 30-31, Friday, Saturday 

18th Annual Wine Industry Technical Sympo- 
sium — Marketing sessions on Thursday and 
technical sessions on Friday. Philip Posson willbe 
honored as “Wineman of the Year” at a Friday 
banquet. Event is non-profit with proceeds going 
for research at U.C. Davis and CSU-Fresno. Lo- 
cation: Red Lion Hotel, Rohnert Park, CA. Fee: 
$140 per day or $250 for both days, banquet is $65. 
For more information, contact: Diana Lyster, exec. 
Dtr., tel: 415/454-8743. 


MARCH 4-5, Wednesday/Thursday 

1992 New York Wine Industry Workshop — 
sponsored by Cornell University, Dept. of Food 
Science & Technology, Cornell Cooperative Ex- 
tension; and New York Wine & Grape Foundation. 
Technical presentations by wine industry mem- 
bers, researchers, and suppliers. Topics: 
production of méthode champenoise sparkling 
wine and Riesling wine styles; managing vine- 
yards for wine quality; use of yeast foods; cork 
taints and cork quality; analysis of yeast & bacteria 
starter cultures; lead in wine & an update from 
BATF. Wine tasting and banquet included. To 
obtain program/register, contact: Dr. Thomas 
Henick-Kling, Cornell University, Dept. of Food 
Science & Technology, N.Y. State Ag. Experiment 
Station, Geneva, NY 14456-0462, tel:315/787-2277. 
Location: N.Y. State Ag. Experiment Station, 
Geneva, NY. Fees: $85 includes proceedings, 
lunch, wine tasting and banquet. Registration 
deadline: Feb. 28. 


MARCH 15-17, Sunday/Tuesday 

1992 Monterey Wine Festival — sponsored by 
National Restaurant Association. Three evening 
wine tastings include sparkling, white, and red 
wines. Education seminars emphasizing food 
and wine pairing and luncheons. Seventh annual 
Scholarship Fund Auction. Location: Monterey 
Conference Center, Monterey, CA Fee: $375 For 
more information, Tel: 800/525-FEST, Fax: 312/ 
853-2548. 


Grapegrowing/Winemaking Courses, 
University Extension, UC Davis, CA 


MARCH 7, Saturday — Advanced Tasting 
Seminar. Topics and tastings include wine odors 
and defect recognition, and tasting consistency 
and wine memory. Location: UC Davis. Instruc- 
tor: John Buechsenstein, winemaker, McDowell 
Valley Vineyards, Hopland, CA. Time: 9am - 
4:30pm. Fee: $155 (includes lunch & wines.) 


MARCH 10, Tuesday — Legal Aspects of Es- 
tablishing a Winery. Covers the legal 
requirements and agencies involved in the bond- 


aes 


¥ Offering a complete range of 
professional design services 
including master planning. 


Silverado 
Vineyards 


ing/approval process. Location: UC Davis. Co- 
ordinator: Jim Lapsley, continuing education 
specialist, University Extension, UC Davis. Time: 
9am - 5pm. Fee: $120 (includes lunch & materials.) 


MARCH 30-31, Monday/Tuesday — Varietal 
White Wine Production. Topics: flavor chemistry 
of white wine; vineyard practices for white wine 
quality. Location: UC Davis. Coordinator: Jim 
Lapsley (see previous course.) Time: 9am - 
5:30pm/Mon, 9am - 4:30pm/Tues. Fee: $220 (in- 
cudes lunches +'1 social.) 

APRIL 4-5, Saturday/Sunday — Introduction 
to Sensory Evaluation of Wine, Location: UC 
Davis. Instructor: John Buechsenstein. Time: 9am 
- 4pm. Fee: $280 (includes two lunches and all 
wines). 

APRIL 11, Saturday — Managing the Home 
Vineyard . Topics: ground cover, fertilization, frost, 
canopy management, irrigation, pest and disease 
control, harvesting and pruning. Location: UC 
Davis. Instructors: Nancy Rosner and Eddy 
Szyjewicz, DeVine Viticultural Consultants. Time: 
9am - 4pm. Fee: $90 (includes box lunch). 


APRIL 18, Saturday — Topics in Sensory 
Evalation of Wine: Chardonnay and Pinot Noir 
— Half-day seminar/tasting. Location: UC Davis. 
Instructor: John Buechsenstein. Time: 9am - 
4:30pm. Fee: $155 (includes lunch and all wines). 


APRIL 25, Saturday — Introduction to Wine 
Analysis — Designed primarily for home 
winemakers. Location: UC Davis. Instructor: Bob 
Bertheau, enologist, Chalk Hill Winery. Time: 
8am to 5pm. Fee: $135. 

APRIL 28, Tuesday — Winery Site Utilities: 
Planning and Design Concepts. Location: St. 
Supery Winery, Rutherford, CA. Instructor: David 
Storm, PhD, president, Storm Engineering, Win- 
ters, CA. Time: 9am - 4pm. Fee: $110 (includes box 
lunch). 


For further details and to enroll by phone, call 800/ 
752-0881. Davis and Dixon residents or outside Cali- 
fornia call 916/757-8777. | 


ORDER EARLY FOR BEST SELECTION 


NOW OFFERING 


19 DIFFERENT ROOTSTOCKS 
AT GUARANTEED PRICES THROUGH 1994 


Guaranteeing the Industry a Certified Foundation 


SONOMA GRAPEVINES, INC. 


1919 Dennis Lane + Santa Rosa, CA 95403 
(707) 542-5510 +» FAX (707) 542-4801 


Consider us your certified resource 
@2Dormants @2Greenvines 
@2Rootings <2Cuttings 


SUBSCRIPTION ORDER FORM 
QO YES! | want my own subscription to Practical Winery &Vineyard at the introductory subscription rate of $28.00/year 


SIGNATURE 
PLEASE PRINT: 
Name: 


DATE 


Address: 


business/organization 


City/State/Zip: 


INTRODUCTORY SUBSCRIPTION RATES 
(Payable in U.S. funds): 

1) United States $28.00 

0) Surface delivery outside U.S.A. $8.00 

LC) Airmail delivery outside U.S.A. $16.00/year 


PREFERRED METHOD OF PAYMENT: 

CL] PAYMENT ENCLOSED AT $28.00 introductory rate 
[J Bill me at regular subscription rate: $30.00/year 

CL] Payment Enclosed: $ 


Practical Winery &Vineyard BOOKSHELF ORDER FORM 15 Grande Paseo, San Rafael, CA 94903-1534 
Please send the following books: Phone Orders to: 415/479-5819 Accepted 


Quantity Title No. Price 


For overseas orders via sea mail add $5.00 postage for 1 book, $9.00 for 2 or more books. 


Check or money order only: — Sub-Total 
California add sales tax 
Name Shipping and handling __ $4.00 
Address TOTAL 
City State Zip 
| have ordered _____ books, please send me FREE bonus books of your choice. (Note: Bonus books are from our pub- 


lisher overstock selection and valued at $4.95 each or greater.) 
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USE THE BOOK ORDER FORM ON THE POSTAGE- PAID ENVELOPE IN THIS ISSUE + Your wine books promptly shipped from one source. 


Angels‘ Visits 

D. Darlington 

Aninquiry into the mystery of Zinfandel. 
Interviews with Paul Draper of Ridge 
Winery and Joel Peterson of 
Ravenswood Winery. 
278-pp—$19.95 Order #AV-Zin 


Barolo, A study of the wines ofAlba 
Michael Garner, Paul Merritt 
288pp—$29.95 Order #6586 


Burgundy, Comprehensive Guide 
to Producers, Appellations 

and Wines 

Robert M. Parker, Jr. 

864pp—$39.95 Order #6588 


Chardonnay, Your International Guide 
Alan Young 

In-depth, comprehensive look at 
grapegrowing and winemaking includ- 
ing the origins of Chardonnay and 
regions: France, North America, 
Canada, Australasia, Italy, and Spain. 
182pp—$26.95 Order #PWV-CAY 


Commercial Winemaking, 
Processing & Controls 

Richard P. Vine 

400pp—$43.95 Order #712 


Commonsense Book of Wine 
Leon Adams 
260pp—$7.95 


General Viticulture 
A.J. Winkler, Cook, Kliewer, Lider 
780pp—$42.50 Order #549 


Order #507 


BOOKSHELF 


Grape Growing 
R. Weaver 


371pp—$42.95 Order #659 


Knowing and Making Wine 
Emile Peynaud 


391 pp—$42.95 Order #898 


Lexiwine 

Paul Cadiau 

English/French wine dictionary con- 
tains over 3,500 words and phrases on 
grapegrowing and winemaking. 


$9.45 Order #WD-PC 
Making Sense of Wine 

A. Young 

167pp—$19.95 Order #MSW-AY 


Methods of Must/Wine Analysis 
M.A. Amerine, C.S. Ough 


341pp—$85.00 Order #732 


Modern Winemaking 
P. Jackisch 


280pp—$26.50 Order #907 


Now available-back in stock 
Production of Grapes & Wine 

in Cool Climates 

David Jackson, Danny Shuster 
192pp—$39.95 Order #757 


Production Wine Analysis 
B. Zoecklin, K. Fugelsang, B. Gump, 
F. Nury, Fresno State Univ. 
550pp—$59.95 Order #PWA 


Refrigeration for Winemakers 
R. White, B. Adamson, B. Rankine 
96pp—$25.00 Order #PWV-RFW 


NEW! 

Sunlight into Wine 

R. Smart/ M. Robinson 

Canopy microclimate and manage- 
ment, trallis systems, How to do it. 
$35.00 Order #Sun-SR 


Table Wines, The Technology of 
Their Production 
M.A. Amerine, M.A. Joslyn 


879pp—$40.00 Order #509 
The Taste of Wine 

E. Peynaud 

258pp—$29.95 Order #940 


Tasting and Enjoying Wine 

Bryce Rankine 

Explains how to evaluate wine for pro- 
fessionals and wine lovers 
120pp—$17.75 Order #PWV-TEW 


Techniques of Accurate Chemical 
Analysis of Grape Juice & Wine 
Patrick lland 

Step-by-step, ‘how to’ book covering 
many analyses including helpful hints 
and diagrams of apparatus. 

$37.50 Order #PW-PI 


Vines, Grapes & Wines 
Janis Robinson 


280pp—$29.95 Order #960 


Viticulture, Vol. 1, 

Resources in Australia 

B.G. Coombe, P.R. Dry 
211pp—$35.00 Order #AIP-VIT-1 


NEW! 
Wine Atlas of Australia & 

New Zealand 

James Halliday 

The most comprehensive geographic 
guide to every wine producing region 
in both countries; explains the range of 
wines from each region; and styles to 
be expected, given the climate and 
soil. 
368pp—$45.00 


Order #6639 


A Wine Grower's Guide 
Philip Wagner 
225pp—$19.95 Order #546 
Wine Proceedings 2000-Australia 
Proceedings of Wine 2000 Conference, 
Adelaide, Australia, August, 1989. 23 
authors on wine and health; wine in- 
dustry as a corporate entity, interactin 
with governament; grape supply is- 
sues, production economics, marketing 
distribution. 


87pp—$20.00 Order #PWV-A2000 


Wines and Winelands of France, 
“Geological Studies” 
Charles Pomeral, editor 


370pp—$45.00 Order #6599 


THE UNIVERSITY OF TEXAS 


ENOLOGY LABORATORY. 


BRAND 
NEW 


NEW FROM WINETITLES 


SSS 


HIGHLY 
RECOMMENDED 


- 1991 


@ RESULTS WITHIN 24 HOURS 
For most analyses, the results 
will be ready within 24 hours 
upon receipt of sample. 


BATF CERTIFIED 
Our chemist is certified to 
complete forms for wine export. 


SHIPPING: 808 W. Wall 
Midland, Texas 79701 

MAILING: P.O. Box 553 
Midland, Texas 79702 


PHONE: 
FAX: 


(915) 684-5886 
(915) 682-7456 


Sunlight into Wine 


A handbook for winegrape canopy management 


Richard Smart, 
Cassegrain Vineyards, Australia 
& Mike Robinson, 

MAF Technology, New Zealand 


Includes 27 contributors from Australia, 
New Zealand, and the United States 
covering the following topics: 


¢ Quality assurance in vineyards 


e Canopy management— How to do it 


e Winegrape canopies and their importance 


e Improving canopy microclimate 


e Economics of canopy management 


e Constructing trellis systems 


Only $35.00 plus sales tax (in California) and $3.00 shipping. 
Send order and check to: PWV, 15 Grande Paseo, San Rafael, CA 94903-1534 
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MARKETING 


WINNING PROFITS WIT: | ARKETING: 


Enthusiasm is the hardest part 
of marketing 


By Jay Conrad Levinson 


Enthusiasm, that elusive, rare spirit, can be a powerful marketing tool. 
It’s fairly easy for the winery owner tobe enthusiastic about the winery 
and the wines. It’s hard for staff members to share this enthusiasm. 

It’s simple for everyone in a winery to be enthusiastic on a 
Monday morning. It’s hard for that enthusiasm to maintain its zest 
as the week goes on. 

Yet enthusiasm is one of the most potent of all 100 guerrilla 
marketing weapons. Wineries that have learned to generate and 
harness enthusiasm have financial statements as beautiful as any- 
thing Rembrandt ever created. 

They know that enthusiasm is one of life’s most healthy influ- 
ences. They knock themselves out making sure that the enthusiasm 
is transferred to customers, fully aware that enthusiastic customers 
can produce favorable word-of-mouth advertising. 

When the top management of any winery has the know-how to 
maintain enthusiasm about the wines offered, they can spread it 
throughout the staff. They do this with sales training, winery staff 
meetings, a newsletter; but most of all, with their attitude. 

Clos du Bois Winery (Healdsburg, CA) does it with a newsletter 
printed in both English and Spanish so that every employee feels 
involved with the winery. 


MEL KNOX 


Barrel Broker 


Francois Freres of Burgundy 
Tonnellerie Taransaud of Cognac 


e New barrels of all sizes 
e Tanks 


e Used cooperage 


505 29th Avenue 
San Francisco 
California 94121 


415-751-6306 
415-751-6806 


Glen Ellen Winery (Glen Ellen, CA) has a 4-page monthly 
“Fermenator” newsletter which reaches every employee. A hot 
buffet lunch is served three days per week at the Glen Ellen Ranch 
winery and the Carneros winemaking facility to encourage com- 
munication among 50+ employees at each facility. The company 
shuts down once each year so that all employees attend an all-day 
meeting on the state of the company and industry. The meeting is 
translated simultaneously into Spanish. 

DeLoach Vineyards (Santa Rosa, CA) helps maintain employee 
enthusiasm through an annual retreat to Redstone, CO where 
winery owners Cecil and Christine DeLoach and staff get together 
for fiscal year marketing planning sessions. Encouraging em- 
ployee input, these meetings allow employees to see and get to 
know each other in an informal setting and help generate staff 
enthusiasm year-round as employees see their ideas putinto action 

Other wineries build enthusiasm with sales contests and annual 
social events. Ata sales training session, the current top sales people 
often are applauded by their peers— increasing enthusiasm and sales. 

Enthusiastic employees transfer enthusiasm into helpful cus- 
tomer service, which yields healthy sales, accompanied by repeat 
and referral sales. They create a personality of winning, succeed- 
ing, and enjoying, which in turn translates into solid profits. 

Because savvy owners are aware of the elusive nature of enthu- 
siasm, they make it a point to either hire people with natural 
enthusiasm, or to spread enthusiasm on a consistent basis not just 
during morale-building sessions. 

Employees work harder at these wineries. They stay longer. They 
are rewarded amply because the profits are there. Those profits, you'll 
recall, were generated by enthusiasm in the first place. 

In order for enthusiasm to work marketing wonders, it must be 
earned honestly. The place to begin is with sheer quality — in your 
wines and everything connected with them. It’s pretty easy to become 
enthusiastic about quality, the reaction of satisfied customers, the 
superb flavor of the wines, aboutrealadvantages over the competition. 

Therefore, along with quality, enthusiasm springs from 
knowledge of your wines. The more unique elements you know, 
the more you have to become enthusiastic about. If you study your 
wines and winery, you'll probably find quite a bit about which to 
become enthusiastic. 

The job is to convey that insight to employees, then to your 
customers. Perhaps you're not the person to do it. But if not, you 
are the person to appoint someone to do it. A Vice President of 
Enthusiasm? Notreally by that title, but surely by that job description. 

Everyone knows how expensive marketing is. But enthusiasm is 
a marketing weapon that costs not one penny. It is an ultra- 
powerful motivator. And it is free. 

Enthusiasm originates in the brain, but is conveyed by the heart. 
If you sense a lack of it in your winery, perhaps your employees 
never were given a sense of what to be enthused about when they 
started working. Maybe they’re not receiving consistent remind- 
ers. Or perhaps your winery and/or wines need quality or other 
improvements that will help build enthusiasm. 

As a guerrilla, you should be extremely excited about your 
wines. And be certain that everyone else is as excited as you are. 

Prospects can tell the difference instantly between apathy and 
enthusiasm. Which they sense is up to you. Let enthusiasm add 
firepower to all your marketing weapons. a 


(Jay Conrad Levinson is the author of the international best-seller, 
“Guerrilla Marketing,” other business books, and publishes “The Guer- 
rilla Marketing Newsletter.” To order or request a free brochure, in 
California, call 415/381-8361, outside CA, 800/748-6444.) 
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Riparia Press Announces an Impending Addition To Your Library 


A non-profit educational organization 
offers understandable, self-educating 
manuals on wine making, grape 
growing and wine tasting. 
Guide to Wine eee Growing — 
McGrew. . .$5.00 
Basic Guide to Pruning— McGrew. . .$5.00 
Still Wines from Grapes—Phillips. . .$4.50 
Wine Blending—Jackisch. . .$3.50 
Wine Acidity—Plane & Mattick. . .$2.50 
Sulfur Preservation—Mowbray. . .$2.50 
Sensory Identification of Wine Constituents —Jackisch. . 
Elements of Wine Tasting—Mowbray. . .$3.50 
Organizing & Conducting Wine Tastings—Long. . .$3.50 
Please include $1.95 for postage/handling. Payment in U.S. funds only. 


GRAPE ROOTSTOCKS 
WINEMAKING IN THE VINEYARD 


By Lucie Morton Garrett 


Linking vine with soil, grape roots are out of sight, but they should 
never be out of mind! 


Become a founding customer and guarantee receipt of the 
.$3.50 prepublication discount offer, send the form below to: 
RIPARIA PRESS: P.O. Box G, Broad Run, VA 22014 
or FAX: 703-347-2601 


Send check or money order to: 
AMERICAN WINE SOCIETY 
3006 Latta Road * Rochester, New York 14612 


AWS is a membership organization offering a quarterly Journal— 
Dues $32.00/year. Request information. 


NAME: 


ADDRESS: 
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